


tonal Hardware Open Ho 


(FORMERLY HARDWARE WEEK — APRIL 25th TO MAY 4th, 1940) 
NATIONAL HARDWARE OPEN HOUSE COOPERATIVE 


BALLOT 


(Please use pen and ink or typewriter when filling out your ballot. Any other 
comments and suggestions you might have will be welcomed.) 


1. Would you prefer quality merchandise?___—— 


medium grade?__________ or cheap? 


Comments: _ 


2. What dealer helps would you like to have to increase 


sales during this event? 


3. Comments and Suggestions: 


Dealer's Name 


Address ee ee een 
EE 
MAIL YOUR eee 
WMO MEO The IRWIN AUGER BIT COMPANY 
sa © ae Dy em / Wilmington, Ohio, U. S. A. 


Manufacturers of a Complete Line of Auger Bits 
and Screw Drivers 
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HEY’RE TOO SMART to gamble, most 

hardware men you meet these days. 
Yes, they might risk a dime on the candy 
wheel at the club party or even a buck 
or two on their favorite football team. 
But Mister, when it comes down to their 
business, they know gambling puts them 
strictly behind the eight ball every time. 

Buying paint brushes, for instance. 
It's a hundred to one that the line of 
brushes you never heard of until the 
salesman walked in won't go over with 
your customers even backed by a super- 
super line of sales talk. It's a losing 
game to bank on looks alone, for some- 
times beauty is only skin-deep in brushes 
too, and that handsome appearance 
doesn’t always mean a brush will stand 
the gaff of hard work. 


No! Wise hardware men are not 


gambling on brushes. That's why you 


see more and more of them offering 
the outstanding nationally-known line, 
brushes that are as good as they look, 
brushes carrying that famous seven-letter 


guarantee .. . W-O-O0-S-T-E-R! 


x * * ; x *«* * 


You're safe with Wooster Foss-Set Brushes. 
They give everything you and your customers 











demand —fair price, top quality and long service. 
Besides, to your advantage, they provide a scien- 
tifically selected, condensed line, plus good 
merchandising of the best-known brushes. 

Woosters reduce your inventory and increase 
your turnover. They’re easier to sell because 
their acceptance is universal. They add prestige 
to your paint department, give you both 
PROFIT and REPEAT BUSINESS. 

Stock this simplified variety of best-hnown 
paint brushes. Ask your jobber’s salesman for 
details, of the Wooster Plan—and, by all 
means, have him show you the sensational 
new Wooster Brush Bar. The Wooster Brush 
Company, Wooster, Ohio. 
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TRY IT THIS SEASON | 


...and you'll use it always! 


, = know what Mohammed did when the _ Set aside a little time each week to call on 
mountain wouldn’t come to him; he came to your local prospects. Point out to them 
the mountain. That’s what we’re suggesting how the door closer eliminates drafts — 
to you—go to your prospects. noise and loss of heat. How it adds to 

comfort and helps to prevent winter colds. 


There are many stores and homes in your 
y y It’s one sure way to sell more Yale Door 


neighborhood that need door closers — but 
their owners won’t think of coming to 
you to get one. They will buy though—if you Many dealers have already used this plan 
go to them. profitably—why not you? 


Closers. 











THE YALE & FOWNE MFG. CO. 
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FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Seles Offices: 1459 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 


FLORENG 


MODELS FOR EVERY NEED oa 


Because you'll be able to show more models, give more 
value, meet more needs right through the cold months 
with the big line of Florence Oil Heaters. 

Here’s a typical example: a powerful circulating heater 
with radiant heat control shutters. It’s available with sleeve- 
type or pot-type burners—flue-connected. 

The new Florence Heat Driver is another feature num- 
ber. It’s an electrical air distributor for use with certain 
Florence circulating heaters—makes the heat go farther! 

Florence Oil Heaters are an ideal profit line for fall and 
winter. And you can fit your market exactly because there 
are 23 models—Circulating, Radiant, Cabinet, Kitchen, 
Garage—all styled to the minute, all thoroughly depend- 


able, and each priced for extra value. 
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Hardware Dealers Sell 


*2,000,000.00 


Worth of Thermometers 


EVERY YEAR 


x*«Kekekk xk 


re You Getting 
Your Share? 


Modern people want modern things. 
That’s why smart merchandisers are 
featuring these new thermometers. 
They're designed to harmonize with 
modern style. They're built to give years 
of dependable performance. They're 
priced to sell quickly. Keep in step with 

the trend. Order a substantial sup- 

ply of these fast sellers now from 

your jobber, or wire us direct. 





AMERICAN THERMOMETER COMPANY 


SAINT LOUIS .MO. U.S.A. 





FORCEFUL WHITE LEAD ADVERTISING 
WINS MORE 


















ERE’S another letter showing how much people in the 
building business appreciate the new advertising cam- 
paign promoted by the lead industry. 


It’s a long range campaign — one that will keep working for 
you month in and month out. 


It’s going to do for white lead what national advertising has 
done for other building supplies—create new demand for 
white lead — make more white lead sales for dealers. Now’s 
the time to begin getting your share! 

= . s 
LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue, New York, N.Y. 
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Of Your TOOL SALES 
Should Be FILE SALES 


If files are not bringing 14% of your 
small tool business, you're missing 
a bet. 14% is the national average. 
For a bigger file business, try one 
of these displays! 


Display #46 
46 Fast Selling Files 

Display #56 
56 Fast-Selling Files 

Display #66 
66 Fast-Selling Files 


$7.84 net 


$9.09 net 


$11.41 net 
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Files are fast-selling counter items—the new 
Black Diamond File Displays prove it. They get 
attention. They sell files. No hunting through boxes - 
no waiting for the customer to make up his mind. 

Black Diamond File Display Units are assortments 
of 46, 56 or 66 of the fastest-selling Black Diamond 
Mill and Saw Files. Bright orange and blue, to 
catch the eye. Take up less than a square foot 
on your counter. Each file Cellophane-wrapped for 
customer to examine. Refills are always available. 

Order one from your jobber. Nicholson File 
Company, Providence, Rhode Island, U. S. A. 





You can take that headline two ways: 


Goodyear Supertwist Cord Hose is easy to handle from your 
viewpoint because its sturdyconstruction, handsome appearance, 
and big value make it a fast-moving, popular item. 


It’s easy to handle from your customer’s viewpoint because it’s 
so light in weight even women and children enjoy using it. 


And, to make sure that you have just the right hose at the right 
price for every customer, Goodyear also offers you sx other 
lines—all the way from Emerald Cord, the finest garden hose at 
any price, to Oak Lawn, the best low-priced hose made. 


Stock all seven lines of Goodyear Garden Hose and you'll have 
a hose department that doesn’t lose any sales or profits. 


IN RUBBER 






THE GREATEST NAME 
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EMERALD CORD HOSE —The finest 
coopsvear ) lawn hose made. Green cover, 

double-braided, high quality 
cotton-cord reenforcement. 


rr. WINGFOOT SUPERTWIST CORD HOSE 
ERD — Atthough less in cost, this 
hose closely approaches the 

high quality of Emerald Cord Hose. Brown 
cover; two braids of Supertwist cord. Light 


and easy to handle. 


WINGFOOT BLACK GARDEN HOSE — 

Here is a fine quality, molded 

hose, with a double - braided, 
cotton-cord carcass. Light and easy to handle. 


qi GLIDE LAWN HO3E— A good hose 
at a moderate price. Ribbed red 
cover. Molded hose, reenforced 


with heavy, double-braided cotton-cords. 
Also available with black cover. 


PATHFINDER LAWN HOSE — High 
quality at low price. Green 
cover. Heavy, single-braid, cot- 


ton-cord reenforcement. Also furnished with 
black cover. 


‘ OAK LAWN HOSE— Designed ex- 

pressly for the low-price mar- 
ket. Single-braid, cotton-cord 

reenforcement, corrugated dark brown cover. 


SUPERTWIST, EMERALD CORD, WINGFOOT, GLIDE, PATHFINDER, OAK—T.M.'s The Goodyear Tire & Rubber Company 
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SATISFACTION calls for that third 
hinge—every time. Why? Because wood 4 — : - 
watps. Doors hung on two hinges will bow % si seit | . be 
out of line. “4 | } | | ; x m 
To fix a door out of true might cost more & oe ss > hs | | | x Tl 
than to fit all doors io a house with the third 
hinge. It's well worth a small investment to yc 
keep a door hanging straight and true. Also, th 
the third hinge prolongs life of the other hinges. k 
Aad the lock always clicks to a perfect fit. € 
The Stanley Works, New Britain, Connecticut. 
fr 
[STANLEY] [STANLEY] 
a is 
ba sa HARDWARE For c REFREE cpoors — 
HARDWARE FOR CAREFREE DOORS : . fe 
al 
al 
ir 
SATISFACTION comes from that third hinge! That’s the theme of the n 
- : ‘ : is STANLEY 241 F 
advertising campaign now running in building and architectural maga- Resntcaiialides p 
zines. Your customers will be quick to appreciate .. . and follow .. . the World for over . 
. Pen Fifty Years = 
advice, “3 Butts toa Door’! Get your share of the extra building hardware ’ h 
business this campaign will create. The Stanley Works, New Britain, Conn. 
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SELL THE FENCE 
MORE FARMERS 
3.40) Cone). 




















T’S a lot easier to sell fence when you can give your 

customers the kind of fence they ask for. When cus- 
tomers do that—fence sells itself. 

For generations, America’s best self-selling fence has 
been U-S-S American Fence. More farmers have built 
more miles of U-S-S American than any other brand. 
This fact is important to you. For when you sell a brand 
your customers Want, you get a bigger percentage of 
their business—you do it with less sales effort—and you 
keep customers satisfied. 

The popularity of American Fence has grown largely 
from its ability to give farmers a lot of service for their 
money. It lasts—customers report their American Fence 
is still good after many years of service. It holds its shape 
—American’s popular hinge } joint construction holds the 
fence rigid and straight. Its tension curves keep it tight 
and trim in appearance. Win a farmer to American once 
and the rest of his fence business is yours. 

Important, too, is American Fence advertising in lead- 
ing farm magazines. It reminds farmers of their fence 
needs and keeps bringing more business to American 
Fence dealers. You can benefit from this big advertising 
program if you’ll stock American Fence—display it— 
and use the sales helps that are available. Write us, or 
ask your jobber, for information on our sales promotion 
helps that will help you get more business. 


U'S'S 
AMERICAN FENCE 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
United States Steel Products Company, New York, Export Distributors 


THESE FAMOUS U:S‘S PRODUCTS ARE 
BIG ITEMS FOR MANY DEALERS 





U-S-S BARBED WIRE is made of 
heavy wire, evenly galvanized to re- 
sist rust. Five styles of barbs to 
choose from. Barbs stay firm and sharp. 


U-S-S AMERICAN POSTS are 
favorites with thousands of farmers. 
Strong and rigid. Slit-wing anchor 
drives easily and takes a firm bite in 
the ground. 


STORMSEAL ROOFING 
TENNESEAL ROOFING 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 
GATES AND FITTINGS 
AMERICAN BARBED WIRE 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMER! AN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 


U-S-S GALVANIZED STEEL 
Roofing and Siding Sheets are famous 
for long service and full protection. 
They come in a complete line—-in- 
cluding Corrugated, V-Crimped and 
Flat as well as StormSeal and 
Tenneseal Roofing Sheets, with spe- BLUE BONNET BALE TIES 
cial leak-proof features. Also a full NAILS, TACKS AND STAPLES 
line of accessories. CLOTHES LINE 
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‘WATCH US GO TO TOWN 
WITH THIS G-E PROMOTION” 


SAYS ROBERT K. MACKENZIE OF CLEVELAND, OHIO 
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wins the enthusiasm of dealers everywhere 


A" YOU tying in with one of the great- 
est activities in all General Electric’s 
history? Do you have your supply of dealer 
helps, window displays, the “Treasure 
Island”, streamers, mat service advertising 
and booklets? Are you following the sales 
and promotion helps prepared for you, 
and shown in the big “101” book? 

The possibilities behind this campaign 
are endless, because the theme and activity 
itself has so many sides. Get the full story 
from your distributor. We suggest you do 
it now so you can begin getting your share 
of Fall and Winter profits. 









IDEAS BY THE 


; - 
“J7’s a long time Sin! 
tion that filled me with 
Electric has done 
angle—advertising, 
displsy. 
rove t cal 
Not only will it 
used as a lead-in to s@ 
think of a mor 
coming ease 
with this promotion. 


tened to any 
h enthusiasm. Ge 
job from every 


erchandising 49 
especially should 


a great Fall 
mall appliances, 


ce I’ve lis 
so muc 
an outstan 
promoti 
The “Treasure 


e focal point for 
move S' 


e effectiv 
holiday seaso®- ms 
R. K. MacKENZIE, Ohio 





presenta- 
neral 












boom’ in sales. 
but can 

’ 
s. 1 cant 


in wit the 


Cleveland, 





TREASURE ISLAND 
—YOUR GIFT CENTER 


Fall weddings, Thanksgiv- 
ing, Christmas presents— 
this Treasure Island holds 
them all. It sells the little 
appliances and leads to sales 
of the big ones. 





You'll want this “101” book for its valuable 
suggestions for window displays, ads, pro- 
motion. . . Ask your distributor for a free 
copy, or write to General Electric Company, 
Bridgeport, Conn. 
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GIBSON’S 1940 





LIGHTNING STRIKES 


TWICE 
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In ’39 Gibson topped 
the industry’s sales 
average by 92% by 
, providing a fine refrigerator 
‘at a traffic-building price. 


IN 1940 GIBSON REPEATS! 


With Gibson’s 1940 SHORT LINE you 


can sell every prospect, from the lowest- 


priced prospects to the ones who are 
brought in by this low-priced marvel 
but sold a costlier Freez’r Shelf model 
—all WITHOUT big investment! Gibson 
is geared to your "40 needs! 


INQUIRE NOW! 
























She Only “ae 
KNODKALL , 


“It Has Everything” 


AndaComplete SHORT Line, 
Scaling Up, Covering Entire 
Market with Small Stock 


Now another Gibson Champion—KOOK ALL—out-doing 
Gibson’s 1939 advance of 92% over the refrigerator industry. 
Picture this beauty on your floor, at this price, loaded with 
the wanted kitchen features! While it earns profit, it also 
is the spearhead of a SHORT step-up line that covers the 
market, getting TURNOVER at top profit WITHOUT 
heavy investnient! It’s the perfect profit picture. Act now 
before your area is assigned! 


95 





Retail List F.0 8. Factory 
Slightly Higher, South and Far West 


Price! Beauty! Free Dealer-Signed Outdoor Advertising! 
5-Heat Chromalox Units! 2-Eiement 

Oven! Plus 1940’s Big News... KO 0 K A L L 
Get this sales-clinching kitchen talk: KOOKALL is the 
1940 range rage. In models ER-390J, K and L, the 5-heat 
Master Kookall steams, deep-fat fries, AND BAKES— 
does half the cooking on the surface, without using big 
2-element heat-and-floor-sealed oven. All flat surface ele- 
ments 5-heat Chromalox. All switches pilot-lighted. Eye- 
angle switch panel prevents stooping, is out of children’s 
reach. With optional oven timer, user “sets it and forgets 
it.” At $99.95, GIBSON, the ONLY KOOKALL Electric, 
makes 1940 hold the same promise as 1939 held for Gibson’s 
$99.95 step-up refrigerator line—THAT’S LEADERSHIP! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE, MICHIGAN 


Export Office : 201 N. Wells St., Chicago, U. S. A. 
Cable Address : Gibseleo, Bentley Code 
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Informal Editorial Comments 





Merry Christmas! :— 


The active Christmas gift sell- 
ing period usually starts the day 
after Thanksgiving and continues 
with increasing velocity right up 
to and including Christmas Eve. 
This year there is a complete lack 
of uniformity in connection with 
the celebration of Thanksgiving 
with the 48 states of the Union 
about evenly divided between 
November 23 and November 30. 
This will cause confusion among 
wholesalers serving more than one 
state, but to retailers it need not 
be a factor. The earlier you start 
your appeal for Christmas gift 
business the more chances you 
will have of enjoying a fair share 
of the local holiday patronage. 
Regardless of your state’s obser- 
vance of Thanksgiving Day, get 
your holiday displays, advertis- 
ing and selling campaign started 
right away. Even though con- 
sumer response seems light prior 
to the traditional Friday after 
Thanksgiving, get started now and 
endeavor to do the biggest and 
best job you know how. To assist 
you in framing your merchandis- 
ing campaign for the gift selling 
season, the major part of this 
issue is devoted to Christmas sell- 
ing ideas, methods and experiences 
based on hand-picked good exam- 
ples that were successful last year 
and which made profits for the 
dealers in question. All of these 
selling ideas can be adapted to 
your store and to your own pecu- 
liar local requirements. 


This Year :— 


Trade sales have been running 
ahead of consumer business for 
the past two months. Buying for 
inventory, by wholesalers, dealers 
and manufacturers has been rela- 
tively more active (and even hec- 
tic) than retail or consumer 
buying. As this has been going 
on for two months it is fair to 
assume that we are about to enjoy 
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the fruits of improved consumer 
buying power. Every index sug- 
gests that this is so. As always, 
the benefits of improved business 
go to those dealers who help 
themselves and really do a selling 
job. The automobile dealers, the 
clothing dealers and others are 
showing a determined and united 
front in their efforts to complete 
the year 1940 with a good cushion 
of profitable sales bolstered up by 
the business they seek for the last 
two months of the year. There 
will be ample competition for the 
Christmas gift money. But there 
is also ample opportunity for 
hardware dealers to obtain a siz- 
able volume between now and De- 
cember 25. It can be done and 
has been done by thousands of 
hardware men, but it will only be 
accomplished by intensive selling 
effort, supported by good, attrac- 
tive displays and consistent adver- 
tising to your regular patrons and 
prospects. The many ideas, in 
this issue provide you with the 
methods, but these ideas are only 
useful if you get to work and put 
these methods to work in your 
store. 


Sears and Ward :— 


The two big mail order firms, 
Montgomery Ward and Sears, 


By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


Roebuck, have publicly declared 
their intention of beating all pre- 
vious sales records during the 
1939 Christmas gift-selling period. 
They not only have passed along 
instructions to all store managers 
and department heads, but have 
told the consuming public through 
advertising and newspaper public- 
ity of their goal to really make it 
a huge and successful business 
period. Department store heads 
are equally as optimistic and out- 
spoken. As both of these compet- 
ing groups are accurate students 
of the, business outlook, it is a 
safe bet that they know there is 
going to be a heavy retail sales 
opportunity during the coming 
holiday buying era. Let this be 
a further inspiration to hardware 
dealers. 


Life Insurance:— 


Led by the organized electrical 
appliance dealers of Brooklyn, N. 
Y., all types of retail groups in 
Metropolitan New York City are 
properly exercised over the re- 
ported volume and methods prac- 
tised by the non-profit retail store 
operated for employees of the 
Metropolitan Life Insurance Co. 
Operated under the name of the 
Madison Cooperative Association, 
this store is reputed to have half 
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a million dollars volume in all 
kinds of merchandise including 
electrical appliances, s porting 
goods, luggage, toilet articles. 
clothing, clocks, etc. Employees 
of this insurance company are 
said to be able to purchase goods, 
in this non-profit store, at a sav- 
ing that reaches as much as 35 
per cent on certain lines. Com- 
pany officials are quoted as saying 
there is no connection between 
the “co-op store” and the Met- 
ropolitan, but, as the store oc- 
cupies an important part of this 
firm’s twelfth floor, retail groups 
in New York City are not satisfied 
with this explanation. The con- 
troversy has been going on for 
three or four months with the cus- 
tomary implied threat of cancel- 
ing Metropolitan insurance poli- 
cies if this company continues to 
operate in competition with retail- 
ers or at least permits the Madison 
Cooperative store to compete. 
This situation is easily understood. 
but as far as hardware dealer 
groups are concerned it should 
also be remembered that hard- 
ware dealers for 40 years have 
been operating their own mutual 
insurance companies just as the 
employees of Metropolitan are ap- 
parently operating their own retail 
store. True, the mutual hardware 
insurance companies are not yet 
in the life insurance field, but the 
fundamental principle involved is 
the same. Unfortunately, this co- 
operative idea seems to be grow- 
ing and, of course, stores such as 
the Metropolitan store take just 
that much retail business away 
from merchants who are also cus- 
tomers of Metropolitan. But the 
old line casualty and fire insur- 
ance company employees are pre- 
sumably customers of the very 
hardware dealers who helped to 
organize and who now support 
their present-day very efficient mu- 
tual hardware insurance compa- 
nies. And so I seriously question 
the merits of this particular con- 
troversy, though I readily sense 
its sure-fire appeal for stirring up 
organized groups at meetings. 





Price Trend: 


For two months the great num- 
ber of daily price advances have 
kept price clerks and buyers ex- 
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tremely busy keeping records and 
inventories in proper condition. 
Some shortages are reported and 
more may be expected. As previ- 
ously commented, the price move- 
ment for hardware merchandise 
has been most orderly and the ad- 
vances have not been excessive. 
With the prices of many raw ma- 
terials continuing to rise steadily 
and the prospect, almost any hour, 
of a revised neutrality bill, threat- 
ening to force these prices even 
higher there will likely be further 
advances reflected in the prices of 
finished hardware products. It 
will be the disposition of most 
far-sighted manufacturers and dis- 
tributors to face this price trend 
intelligently, raising their own 
selling prices accordingly, instead 
of seeking to hammer quality and 
workmanship standards down to 
maintain previous price levels on 
high-grade products. Manufactur- 


ers generally will desire to main- 
tain quality standards, raising 
prices only as necessary and in 
most cases will only be influenced 
to cheapen their wares for price 
reasons if distributors fail to pro- 
vide the needed support incident 
to the rising market, or become 
insistent that lower priced goods 
are mandatory. The hardware dis- 
tributing field has long been 
known for its adherence to qual- 
ity standards and well known 
brands and should not permit it- 
self to be stampeded into sub- 
standard grades of merchandise 
because of fear of rising prices. 
As long as the price move- 
ment is orderly and advances are 
not excessive, manufacturers and 
distributors should continue stead- 
fast in maintaining their long-time 
reputation for good merchandise 
at fair prices which represent good 
current values. 





The 1940 Outlook: 


Just a few days ago there was 
an upsurge of uneasiness about 
the business prospects after Christ- 
mas. Responsible observers, in- 
cluding high government officials, 
were saying, somewhat fretfully. 
that only the appearance of large 
war orders would sustain existing 
production levels in the first quar- 
ter of 1940. If that surmise were 
correct the best thing that could 
happen to us would be the total 
disappearance of war orders, ac- 
tual and potential, direct and indi- 
rect, because the measure of our 
dependence on such ‘business is 
the measure of the resulting mess 
our economy will be in—that 
much is sure. If “we have hitched 
our cart to the runaway star of 
European nationalism,” cutting 
loose now would be immediately 
inconvenient, but if we hang on 
for a year or two or three, then 
the severance will be not “incon- 
venient” but cataclysmic. This is 
preaching, something the present 
writer deplores. The simple fact 
is that we couldn’t let go if we 
tried, and we wouldn’t try if we 
could, 

At any rate, the outlook for 
early next year is not as dark as 
dark can be; not by any means. 
Indeed, there are signs and por- 
tents that seem to signify that our 





economy can still stand on its own 
feet; a little shakily, perhaps, but 
what can you expect before the 
effects of the first week of Septem- 
ber have worn off? What we 
mean to say is: there is reason to 
hope that, left to our own more 
or less peaceful pursuits, we can 
absorb our present swollen in- 
ventories without too great a 
shock, with a fair prospect of 
quick recovery from a mild cor- 
rective downswing. Item: the 
Dow-Jones index of commodity 
futures is still below the starting 
point of the 1936-37 bubble that 
burst. Item: Department store 
merchandise volume of sales is 
currently about 5 per cent better 
than the 1937 level (although dol- 
lar sales are 2 per cent less). 
Larger consumption at lower 
prices is, of course, an almost 
ideal combination. Item: Employ- 
ment is making impressive gains. 
“Washington, Oct. 24—Increase 
in factory employment reported 
in August, September and the 
first two weeks of October indi- 
cate a return to industry of more 
than 700,000 wage earners, of 
whom less than 300,000 are sea- 
sonal workers, Secretary Perkins 
disclosed today.” 


By Witson OLIVER, 
Oliver Brothers, Inc. 
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NOVEMBER is a good 
month for Chain salés 


@ All ACCO Chains sell well the year round. But during November 
there is an especially large demand for ACCO Proof Coil Chain, 
ACCO BBB Coil Chain and HC High Test Steel Chain. Your farm 
Austomers ‘want them. Your town customers want them. 
A small display of these chains will make many sales for you. 
A November is a good month for chain sales. Capitalize it. Sell 
American— and sell chains. 


AMERICAN CHAIN DIVISION + BRIDGEPORT + CONNECTICUT 














AMERICAN CHAIN & CABLE COMPANY, Inc. 


AMERICAN CHAIN DIVISION © AMERICAN CABLE DIVISION © ANOREW C. CAMPBELL DIVISION # FORD CHAIN BLOCK DIVISION @ HAZARD. WIRE ROPE 
_ DIVISION © HIGHLAND IRON AND STEEL DIVISION « MANLEY MANUFACTURING DIVISION ¢ OWEN SILENT SPRING COMPANY, INC. * PAGE STEEL AND 
“WIRE DIVISION © READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION © WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 

CHAIN COMPANY, LTD. © IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. © THE PARSONS CHAIN COMPANY (To. « In Business for Your Safety 
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HARDWARE 
MEN'S HOBBIES 


boy” 
k and no play makes Jack a dull 
“All wor 


Julius F. Stone, Sr., chairman of the board, Columbus- 
McKinnon Chain Corp,, Tonawanda, X.Y, an explorer, 
who has Made many trips on the Co] iver. His Most 
recent trip, made last fall, j article, "At 
Eighty-Three He Is an Ex "wri Y Charles Kelly 
and Published in “The § ay Evenj - With Mr. 
tone was q Part i i son, George, 
Th trip was lly, “Not to 

nteenth 


at the 
hows 


Mr. Stone was 
mnon Chain 
tive manage. 

© was President of 
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bbs, Wimberly & Thomas Hardware Co., Inc, 
Ala., wholesalers, Particularly enjoys 
of Mexico, When he does fishing 
some 900d-sizeg fish, This Picture 
S, as he is better known © Many hard. 
ee 900d-sizeq }; 
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Christmas Merchandis 








The Oxford Hardware Co. of Oxford, Ohio, 
stressed regular items with gift appeal 





The outside of the store with 
its holiday illumination. One 
window featured an electric 
refrigerator and the other one 
showed a varied line of gifts. 


RESSING up its windows; 
D sending out a catalog bear- 

ing its own imprint; news- 
paper advertising, and featuring 
regular merchandise having a 
gift appeal served to increase 1938 
Christmas business to the extent 
of $1,000 over the previous Yule- 
tide season for the Oxford Hard- 
ware Co., Oxford, Ohio. And de- 
spite the fact that emphasis was 
placed on smaller items, the firm 
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This window with “icicles”, cutout trees and other Xmas atmosphere suggested a living room. 
A variety of gifts for men and women was shown although emphasis was on items in daily use. 


sold five electric ranges, four elec- 
tric refrigerators and three elec- 
tric washers for Christmas _pres- 
ents. 

“We have the same sales force 
the year ’round,” says W. B. Um- 
stead, manager of the store. “And 
we kept our store as neat and pre- 
sentable during the holiday season 
as we do the rest of the year.” 


“Our store always does a big 
business with the ladies and, this 
being the case, we did not go in 
for toys or small items for Christ- 
mas, featuring instead our regular 
strength merchandise for gift lines. 
Our largest sales were on electrical 
mixers, clocks, waffle irons and 
other table appliances. We used 
a jobber’s Christmas catalog bear- 





ing our own imprint and also sent 
out a four-page stuffer featuring 
electrical appliances. This stuffer 
was made up for us by the local 
newspaper. In addition to this we 
used one full-page newspaper ad 
and another three columns wide 
and 10 in. deep.” 

The store’s advertising was sup- 
plemented by two very unusual 
window displays featuring  gift- 
wares against a Christmas back- 
ground. One of these windows 
showed an electric refrigerator as 
its central display. The other dis- 
played a wide range of practical 
and useful gifts. This display had 
a simulated fireplace in the center 
over which was hung a large pic- 
ture of the Oxford Hardware Co. 
store. The outside of the store was 
festooned with electric bulbs while 
a large Christmas tree strung with 
colored lights served to give the 
proper Yuletide atmosphere to the 
entire establishment. 


The interior of the store had 
just enough holiday decoration 
to give it a Christmas atmos- 
phere. Built - up displays of 
housewares were the features. 


how $1,000 Increase 

















Trains and wrap- 
ping materials 
shown where they 
attract patrons. 





OYS, toys and nothing but 
toys is the motto at the Su- 
burban Hardware Store in 
Haddon Heights, N. J. To the chil- 
dren of the town and surrounding 
country, the Suburban store has 
all the appearances of a storeroom 
for Santa’s workshop. For, from 
Thanksgiving on, J. A. Orlando, 
owner of the concern, changes his 
store into a veritable toy shop. 
Platforms cover nearly 
display table in sight. 
inclined 


every 
Steps and 


boards are extensively 


used to give a clear view of all 


merchandise. Special’ features are 


built-up, like chimney and fire- 
place effects around which several 
dolls sit. And both show windows 
are filled with toys and games. 
This complete metamorphosis to 
a toy shop is all the more paradox- 
ical because for the rest of the year 
there is not a toy to be seen in the 
store. Mr. Orlando believes in util- 
izing his valuable store display 
space to show merchandise that 
has a definite seasonal appeal. 


The Suburban Hardware Store, 


Haddon Heights, N. ]., changes 


into toyland during December 





Christmas, to him, means toy busi- 
ness, and an altogether good busi- 
ness at that, because he devotes 
his entire space to toys alone. 
After the holiday all unsold toys 
are stored in the basement and are 
not brought out until next Christ- 
mas, unless he gets special calls 
for these items. 

This specializing in one type of 
Christmas merchandise is probably 
the reason for the yearly success 
of Mr. Orlando’s holiday business. 
For over 15 years he has gradually 
built up a reputation for carrying 
the largest and most complete line 
of toys in his section. He believes 
that the time and effort it would 
be necessary to expend in order 
to sell gift wares in competition 
with near-by stores specializing in 
this type of merchandise, might be 
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much better devoted to toys. Ac- 
cordingly, his store is indisputably 
the toy center in this town. 

Everything from 10-cent whis- 
tles to the more expensive electric 
trains and educational sets are 
stocked in this store. Mr. Orlando 
endeavors to carry a sufficient va- 
riety to meet the tastes of any 
customer. Only by giving com- 
plete satisfaction does he hope to 
keep the toy trade away from the 
large city stores. Once a customer 
is unable to find what she wants, 
and heads for the city on a toy- 
buying spree, the dealer knows 
that the customer will probably 
end up by doing all her toy busi- 
ness in the city. With this in mind 
he tries to offer as much variety 
as the department stores, and a few 
unusual things besides. 


Existing table dis- 
plays are covered 
with steps on which 
are a wide variety 
of toys and games. 


Pi, 
¥ 
a 


Obviously the display space of 
a small town hardware store is 
limited. The Suburban Hardware 
Store measures 29 by 45 ft. There- 
fore, instead of setting up exten- 





sive displavs of moving trains, race 
tracks and similar features he util- 
izes all of his space for static dis- 
plays. Not only that but he changes 
his displays around even during 
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his bysiest days. The habits of 
local shoppers are such that they 
run in and out of a store many 
times during the pre-Christmas 
buying season. By changing dis- 
plays around, Mr. Orlando un- 
doubtedly brings things to a cus- 
tomer’s attention that the prospec- 
tive buyer might have missed on 
previous visits. A frequent turn- 
over in displays, so this merchant 
finds, is reflected in a faster turn- 
over in goods. 

This dealer utilizes many of his 

(Continued on page 38) 


Christmas tree ornaments are 
inclined so that they will catch 
the eye while dolls are every- 
where. Brickwork paper covers 
the woodwork wherever possible. 
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Wide aisles, good 
lighting and at- 
tractive decora- 
tions in the toy 
annex created an 
urge to buy. The 
bulky items were 
shown in the cen- 
ter of the annex. 


Dolls and toys 
used in “playing 
house” were on 
a built-up dis- 
play and caught 
the attention 
of little girls. 
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by the hardware store of 

Frederick R. Hanse, Baby- 
lon, Long Island, N. Y., last Christ- 
mas, by the use of a toy annex, 
next door to the regular quarters 
of the store. The Hanse store has 
enjoyed a good toy volume each 
Christmas for a number of years 
but the operation of the annex put 
toy sales way “over the top” in 
1938. By using the annex, the firm 
was able to give better and larger 
space in its regular store to the 
showing of more expensive adult 
giftwares and those lines showed 


"| ‘ OY sales were almost tripled 


a sales increase of 25 per cent as 
compared with volume for the pre- 
vious Christmas. 

Babylon is about an hour’s ride 
from New York City—with its nu- 
merous well stocked department 
store toy departments and toys and 
other playthings for the Hanse 


Indoor and outdoor sporting 
goods were the items featured 
in this section of the annex. 
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store must be picked with unusual 
care. Manyeresidents of Babylon 
commute to New York City every 
business day and, as the year 


‘round population of this seashore 
town is only 4700, stocks must be 


kept within reasonable limits. It 
is also important that a varied 
enough line of both quality and 


F.R.HANSE 


—— ———— 


Simple but neat 
decorations aid- 
ed in selling the 
idea of visiting 
“Hanse’s Toy Land” 
to passersby. The 
store’s windows 
were more formal 
in appearance. 


ANNEX Tripled Sales 


Frederick R. Hanse, Babylon, 
N. ) a segregated toys and 


regular lines and pyramided 





his business for Christmas 





The store and annex were between a super-market and the post-office in a heavy traffic block. 
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low-priced games, loys, novelties, 
construction kits, wheel goods, etc., 
be offered to offset competition 
from stores in the city. 

In previous years the Hanse 
Christmas toy section was in the 
regular display room of the store, 
making necessary the crowding of 
all Christmas and other wares. Last 
year the vacant store next door to 
Hanse’s (formerly the quarters of 
a large market) was leased for use 
The firm took 
using 


as a toy annex. 
over the entire market floor. 
the front half of it 
30 by 75 ft. for display purposes, 
the balance of the floor being used 
for surplus stock and for assem- 


a space about 


hling bicycles and other goods. 


A Shopping Section 


The Hanse store is in a block 
which has about the heaviest auto- 
mobile and pedestrian traffic in 
Babylon. The store is next door 
to the post office, and the annex 
separated the main store from a 
food market (operated by the firm 
that formerly conducted business 
in the toy annex). Automobile 
service stations, auto show rooms, 
real estate offices, telegraph office. 
railroad station and other traffic 
pulling centers are also nearby. 
Christmas wreaths on all lamp 
posts in this block gave this shop- 
ping section a holiday appearance 
which was helpful in getting visi- 
of Christmas 


tors in the spirit 


shopping. 
Gilbert Hanse says, “We rented 





The wheel goods display was near the wrapping table. 


the annex for Christmas toy mer- 
chandising because local people 
asked us to put in a bigger line of 
larger toys as they preferred buy- 
ing toys locally to going into the 
city to purchase them. Having our 
toy department in the annex 
enabled us to enlarge our display 
of giftwares in the main store and 
to display a wider variety of higher 
grade merchandise to better ad- 
vantage than in previous holiday 
We distributed 1000 toy 
catalogs (purchased from a whole- 
sale hardware house, and showing 
our imprint) to homes where we 
knew there were children. The bal- 
ance of the catalogs were given out 
to children as they were leaving 
local schools and to people visiting 


seasons. 


the store. These catalogs were the 


means of selling several hundred 





OUR TOY LAND NEXT DOOR IS THE MOST POPULAR 
SPOT IN TOWN WITH THE KIDDIES 


S tptustrhebh taste the hpok: 


A 


Boys found 


items of interest on the corner table, girls visited the next one. 
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FREDERICK R. HANSE 


PHONE 56 @ NEXT TO POST OFFICE @ BABYLON 





dollars worth of merchandise to 
folks in outlying districts, who 
would not otherwise have bought 
toys from us.” 

Local newspaper advertising was 
freely used, to publicize the toy 
annex. Some of the ads were of 
the institutional type, while others 
had illustrations of merchandise, 
with price information and other 
descriptive data. 


Christmas Wrapping 
The wrapping counter, in the rear 
of the display room, had a com- 
plete line of gift wrappings which 
proved to be both a good will and 
a sales builder. All merchandise, 


sold in either the annex or the reg- 
ular store, for gift purposes, was 
wrapped in Christmas packaging 
materials, ready to be turned over 





. - » We found gifts for 
each member of the fam- 
ily at 


ATTRACTIVE PRICES 


Ads like this made the annex 
the most popular spot in town 


to the customers’ friends as Christ- 
mas gifts without the necessity of 
repackaging. Gilbert Hanse says 
of this policy, “The fact that we 
wrapped gifts so that they could 
be turned right over to our cus- 
tomers’ friends brought us lots of 
business we might not otherwise 
have had.” 

The toy 
mentalized, as far as possible, as 
an aid to both shoppers and the 
store staff. Everything was shown 


(Continued on page 29) 


annex was depart- 
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Corded squares with cotton 


at the corners gave the effect of leaded panes in a snowstorm. 





L his Firm ~ Sold” 
the Christmas Spirit 


And it helped sell merchandise 
for the Peninsula Hardware Co. 


store in San Mateo, California 


TS lots easier to work up 
i Christmas spirit among shop- 

pers when the air gets sharp 
and crisp, snow begins to fall, 
ponds freeze and small boys begin 
to trudge down the street with 
their sleds and skates. Christmas 
spirit sells Christmas goods. 

In San Mateo, Cal., about 30 
miles down San Francisco’s penin- 
sula, a hardware man has none of 
these seasonal weather aids to help 
him sell the Christmas trade. 


There’s a warm sun during the day, 


although the nights are a bit crisp, 
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and the mind of the man on the 
street is much nearer golf than 


snow sports. To move his Christ- 


mas goods, this merchant must 
make two sales: Sell Christmas 


spirit, then sell the merchandise. 


The Peninsula Hardware Co., 
centrally located on San Mateo’s 
main street, changes its display ar- 
rangement, its sales strategy, and 
its store decoration to suit each 
successive season, and Christmas 
is no exception. This four-clerk 
store has exceedingly tough com- 
petition from the hardware depart- 





These easily made Santas drew 
attention to the top shelves. 


. 


ment of a nearby department store, 
and only by keeping his hand more 
closely on the pulse of the people 
and the season can Proprietor A. 
Kneafsey meet competition. 

He starts with his show window 
and builds toward the back of the 
store in bringing the holiday at- 
mosphere to the attention of pros- 
pective customers. The large plate 
glass windows give the effect of 
leaded panes, such as might adorn 
an old English inn. This effect is 
produced by heavy fuzzy white 
cord stretched to make even 
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These charts show the method 
used in drawing the designs 
which appear on the windows 
shown on the preceding page. 


squares. Some stores create a sim- 
ilar effect with white gummed or 
scotch tape, but the cord makes a 
more realistic effect against the 
glass. At the corner of each 
“pane,” a fluffy bit of white cotton 
is lodged, as if a recent snow storm 
had deposited a few flakes. Painted 
on the window—and this is the 
only portion of the entire display 
not done by the employees—is the 
Christmassy figure of a leaping 
stag. On the other window, is a 
mountain snow scene, just to re- 
mind shoppers that it is December. 

Entering the store, the shopper 
faces a semi-circular display table 
which directs his steps to either a 
right or left-hand aisle. Manager 
Kneafsey believes that this division 
of store traffic provides a maxi- 
mum display area in a narrow 
store, for both walls and the cen- 
ter “core” get full attention from 
the casual visitor who follows the 
line of least resistance in making 
his way through the store. Behind 
the initial semi-circular display 
table, the shopper has full access 
to goods on display tables and 
pyramids in the center of the store 
if he so desires. 

Conventional counters and show- 
cases are “out” in the Peninsula 
Hardware Co. Most of the display 
fixtures were locally made and are 
of stained pine or oak. One excel- 
lent stand, especially suited to elec- 
tric table appliances and featured 
pieces, has two bottom shelves for 
out-of-the-way goods. Above these, 
starting slightly above waist level 
are a series of three set-back 
shelves, each higher than and set 
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back from the one below. Mer- 
chandise displayed is uncovered 
and in full view, instead of being 
roofed-in as with conventional 
shelves. Full use is made of this 
free-view feature by tilting such 
appliances as waffle irons and 
grilles on their sides so that their 
chrome finish catches every pos- 
sible bit of light. Feature items, 
such as cocktail shakers, are placed 
in front of small mirrors, thus cre- 
ating a double display. This show- 
shelf is at the left front of the store. 

This same “step” principle is 
used on another shelf almost in the 
geometric center of the store. 
Brightly painted to catch the eye. 
with the backs of the shelves in 
light color to provide contrast to 
the merchandise, these step shelves 
start just above the floor and reach 





This seasonal display near the 
door reminded every customer 
that Christmas was near. It 
sold itself many times over. 


to chest level. Novelty goods are 
shown here. 

To the right of the store’s en- 
trance is a huge set of high shelves, 
each shelf about 2 ft. high to ac- 
commodate such good sized items 
as electric stoves. The top por- 
tion, slightly set back from the bot- 
tom, breaks the monotony of a 
straight rise. During the Christ- 
mas season, tree light sets are 
placed here, in one of the most di- 
rectly accessible spots in the store. 
Patterned Christmas crepe paper 
tacked to the back of the shelf pro- 
vides a simple but suitable back- 
ground. On the top of these 
shelves, in the space reserved for 
garbage cans in many _ stores, 
stands a row of barrel-shaped card- 
board Santas in various poses, 
drawing the eye to displays on the 
upper shelves. These jolly Saint 
Nicks are made by inverting one 
cardboard bucket over another and 
adding face and arms. They are 
commercially procurable. 

Conventional display shelves for 
standard items start about half way 
back along each wall, with the 
paint department along the back 
of the store. Behind a partition is 
the storeroom, above which is a 
curtained-off balcony. 

Different kinds of merchandise 
have different personalities, as have 
people, and their display settings 
should be suitable, the manage- 
ment believes. Hence we find table- 
ware on a round table which might 
be found in a home dining room, 
and Mexican novelties shown on 
an orange and black step-counter. 
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Seasonal items are given seasonal 


backgrounds as much as possible. 

This matter of seasonal merchan- 
dise is of particular importance 
during the Christmas shopping sea- 
son when a greater percentage of 
shoppers have little idea of what 
they are going to buy when they 
enter the store. Gift wares and 
housewares come to the front of 
the store. Dust pans, dish pans, 
brooms, garbage cans, garden tools 
and standard items without intrin- 
sic selling appeal go to the back. 
Lamps and electric stoves are con- 
spicuously paraded, for the days 
are short and the evenings and 
mornings crisp. 

If there’s any one display at the 
Peninsula Hardware Co. that sold 
itself last Christmas, it was a mini- 
ature mountain of Tom and Jerry 
mugs surmounted by a Tom and 
Jerry bowl, itself full of mugs, and 
tied by a Christmas ribbon. This 


invitation to wassail celebration 


on open tables, with the exception 
of coaster wagons, juvenile furni- 
ture, doll carriages and bicycles. 
which were displayed in the center 
of the store on the floor. Red and 
white crepe paper decorations gave 
the annex a Christmas bazaar ap- 
pearance, without detracting from 
the merchandise. 

There were tables devoted en- 
tirely to wheel toys in a variety of 
prices, 10-cent items, 25-cent toys 
and 50-cent numbers. Two tables 
were given over exclusively to 
items offered at $1.00—one table 
for mechanical toys, the other for 
educational toys. Other tables were 
used for stuffed dolls, stuffed ani- 
mals and lines such as caster sets, 
tool chests and construction kits. 
Dolls and items for “playing 
house” were shown on another ta- 
ble and there was also a section 
devoted to sporting goods. 

A number of lines were com- 
pletely sold out by Christmas Eve. 
The 10-cent items were grabbed up 
quickly for school and Sunday 
School Christmas parties. Electric 
trains, priced from $6.50 to $25.75. 
were sold and business in this de- 
partment was so brisk that stock 
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An Attention Getter 





DISPLAY 
INSTALL SMALL FAN 
+h a \N BASE OF COLUMN 


Outer ring of circular ceiling 
panel of Upson board is blue with 
a red band next, and the center 
white. Cords or fine wires from 
center stand to ceiling hold bal- 
loons which are moved by a con- 
cealed fan in the stand top. Coun- 
ter of wall board on frame is red 
with blue base board. The center 
stand is white with balloon design. 





Toy Annex Tripled Sales 


(Continued from page 26) 


replacements were brought in as 
late as December 20. Juvenile fur- 
niture was sold at prices ranging 
from $2.89 to $6.50 and bicycles 
on display were priced from 
$16.95 to $30.75, all sales of bi- 
cycles being on a cash basis. 


stood on an attractive metal table 
in full view of each customer en- 
tering the store. 

Starting with this display near 
the front of the store, and on every 
display visible to shoppers the 
spirit of the holidays, old Saint 
Nicholas, and the joy of giving 
was driven home. Christmas mer- 
chandise was prominently shown 
at strategic points. Wherever coun- 
ter covering was called for, red or 
green crepe paper, ruffed at the 
edge, was used. Sprigs of western 
holly rimmed display tables and 
counters, and individual twigs car- 
ried the Christmas theme to crock- 
ery and miscellaneous spaces be- 
tween items. Special attention was 
given that the radio should always 
be tuned to Christmas music. 

Perhaps the cleverest Christmas 
merchandising stunt was replacing 
all price tags with Christmas gift 
tags bearing the price. That's 


good pss chology . 


Gilbert Hanse and his mother 
“put over” the toy annex with efh- 
cient advertising and varied stocks 
of playthings in a range of prices 
to appeal to those of modest means 
as well as to those with consider- 


able spending money. 





Merry-Go-Round Catches the Eye 





As an attention getter, a merry-go-round in the window at Christmas 
season is hard to beat, according to C. B. Mills, president of the North 
Birmingham Hardware Store, North Birmingham, Ala. The merry-go- 
round, as built by him and his assistants, is of simple construction and 
is turned by the breeze from an electric fan. It is mounted on roller 
bearings from a pair of skates. Pipe fittings were used in the construc- 
tion with the deer being cut out of tin and painted the desired color. 
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An EARLY START Means 


r VHE P. M. HERRON HARD.- 
WARE COMPANY of Au- 
burn, N. Y., has long been 

outstanding in its successful sell- 
ing in its own field. Its holiday 
merchandising has gone steadily 
forward in spite of business reces- 
sions or adverse conditions. Nat- 
urally there’s a reason, and in this 
case it resolves itself into getting 
an early start and in being thor- 
oughly prepared. 

P. M. Herron, recently deceased 
(Oct. 12, 1938), was in the hard- 
ware business in the city of Auburn 
for nearly 60 years. This long- 
time experience, a genial person- 
ality, and keen business acumen 
insured his being honored with 
many prominent positions in the 
city. 

The two sons, Charles Francis 
and David Martin Herron, had 
been associated with their father 
for a number of years, and so, es- 
tablished policies have continued 
to develop without interruption. 


Get Started Early 


Worth-while results are rarely 
if ever attained through merely 
thinking about things or wishing 
that this or that were different. 

The Herron plan is to get posted 
on the most promising lines of 
Christmas merchandise early. 

Toy and houseware fairs are 
held in April and July in New 
York City. Charles Herron be- 
lieves in attending these fairs, in 
studying the lines offered and in 
making notes for future reference. 
However, the tendency is to buy 
in too large quantities when there 
is so much from which to make 
selections, and probably still fur- 
ther interesting lines and special 
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P.M. Herron Hardware Company, 


goods in August, installs displays in 
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The front of the store in 





Here we see the gift and toy department as it looked 
a year ago. Everything is where it can be easily seen. 
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Electric trains were shown in the center aisle of the 
paint department and bird cages were also shown there. 
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items will be brought out during 
the coming weeks. 

So at these fairs the course of 
action is first, to get posted; sec 
ond, to take notes for later guid- 
ance in buying, and third, to col- 
lect an assortment of catalogs. 
After reaching home, the wise buy- 
er will lose no time in going over 
stock and determining exactly 
what he has and what it will be 
advisable to buy. 

In order to determine just what 
will be best to place in the way 
of orders, stock records of previ- 
ous years on toys, china, glass, 
etc., should be consulted. This 
makes it imperative to keep defi- 
nite and accurate stock records. 

These records have proved to 
Charles Herron that volume 
doesn’t vary greatly from year to 
year. In the toy department, sales 
are about the same, so it is com- 
paratively easy to be able to tell 
pretty much whether you can sell 
a dozenror five dozen of certain 
items. 


Past Records Count 


At this time it bécomes evident 
why it has been wise to go to the 
fairs, as it will be an advantage 
to have seen the merchandise itself, 
rather than to depend wholly upon 
pictures. Records must be kept 
without fail, even during holiday 
sales. It cannot be too much em- 
phasized that past records mean 
much in future buying. 

Orders for toys are placed dur- 
ing the latter part of August, for 
Nov. | delivery. The toy industry 
usually manufactures on the basis 
of quotas set as to what are to be 
produced for the year. If sales go 
beyond the quota fixed, it may be 
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The china, crystal and housewares department as it 
appeared when decorated for the 1938 Xmas season. 


impossible to get what one wants. 

Other orders, for the most part. 
are placed by the last of Septem- 
ber and through November for 
immediate shipment. It is expedi- 
ent, however, to buy china and pot- 
tery early, as these are made to 
order and call for six weeks or 
more for delivery. 

Christmas business in 1938 was 
up to that of a year earlier, in 
spite of the fact that the general 
business volume had been off from 
20 to 25 per cent. Average incomes 
in 1938 were smaller than in pre- 
vious years, yet the hold-up in the 
Herron business is attributed to 
the fact that each year Christmas 
giving in itself increases—a larger 
part of incomes go for Christmas 
than previously. 

China, glassware, and _ other 
household offerings in the Herron 
store are assembled to be shown 
and advertised a week or more in 
advance of Thanksgiving Day. 
Thanksgiving and Christmas show- 
ings are all practically in place 
the Monday before Thanksgiving. 

As soon as Thanksgiving is over, 
Christmas displays and advertis- 
ing are pushed vigorously. Non- 
Christmas merchandise is taken off 
tables and put into drawers and 
convenient places, but displays of 
such merchandise are eliminated. 
Everything is ship-shape for big 
Christmas business the Friday fol- 
lowing Thanksgiving Day. 

Charles Herron has developed a 
decided preference for built-up dis- 
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plays during the holiday season, 
and is willing to sacrifice if need 
be, the clear vision across and 
throughout the store, largely in or- 
der to have room enough, and sec- 
ondly to give the effect of large 
stocks. Once the displays are ar- 
ranged, they are kept in beautiful 
order with everything shining and 
no staring or vacant places per- 
mitted. 

Christmas advertising in 1938, 
started December 2, the Friday 
following Thanksgiving. 

According to the Herron rec- 


Two Christmas Display Adeas 


ords, store traffic on the third Sat- 
urday before Christmas is the 
heaviest of the season. This is not 
to be taken as indicating that vol- 
ume of sales is heaviest. People 
are out. Many have made up their 
minds about what they are going 
to spend on holiday gifts. Christ- 
mas Club moneys may have been 
released, and careful buyers want 
to see what is being offered and 
the prices. 

By the time displays are in place 
and holiday advertising begun, a 
sales meeting is held of all Her- 
ron clerks and department heads. 
Christmas merchandise is discussed 
—items gone over carefully with 
the salesmen; sales points of stock 
are discussed and methods of han- 
dling the Christmas shopper and 
the Christmas customer are con- 
sidered. 

Christmas booklets containing 
gift suggestions and illustrating a 
large number of suitable remem- 
brances for family, children and 
friends, are prepared well in ad- 
vance. Over 2000 of these Christ- 
mas booklets were in the mail 
Dec. 5, 1938. The layout of this 
booklet was arranged by Mr. Her- 
ron with illustrations from stock 
on hand. These booklets received 
careful attention, as was proved 
by the frequent references to them 
and requests for offerings shown. 

The Herron toy department car- 








Cabinet and show- 
case displays look 
different and 
Christmas - like 
when ‘‘framed’’ 
with borders cut 
from plywood or 
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fibreboard, painted 
and fastened inside 
the front glass. The 
modern sales room 
at the New York 
World’s Fair had 
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a case with small 
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circular cut - outs 











®“ OTHER DESIGNS 





through which 

appliances were 

shown, one in each 
opening. 
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ries complete lines of toys with the 
exception of dolls and doll acces- 
sories which they do not touch. It 
is reasoned that dolls do not be- 
long in a hardware store. Although 
the major toy appeal is for boys, 
there are lots of gift items for 
girls. 

Particular stress is placed on 
construction toys and_ electric 
trains and large displays of these 
are featured at Christmas time. 
The tables in the paint department 
are turned over for the display of 
electric trains, the paint goods be- 
ing shown upon the wall shelves. 
All tables used for toys have large 
aisle space all around them, giving 
ample room for examination on 
the part of customers. 

The Herron store has sold cana- 
ries for about 15 years. The sale is 
about the same, year in and year 
out—from 75 to 80 or 100 being 
placed. Cages and bird supplies 
are also sold. 

The Christmas season of 1938 
saw the usual interest in canaries, 
but less interest than usual in cages 
—three out of every four being 
sold without new cages. Ordinar- 
ily these figures are reversed, and 
three out of four birds will have 
cages sold with them. 

Glassware and china are always 
important Christmas items at Her- 
ron’s. For sofhe seasons the col- 
ored glass was popular but of late 





The camera department has a corner of its own. Stools are 
provided for the rental library or special order patrons. 


there has been more demand for 
clear and beautifully decorated 
crystal. While this is attractive, 
it does not build sales in quite such 
a marked manner as the colored 
glass. The reason for this is that 
people having a set of green, rose- 
colored or amber glassware, will 
continue to build up that set or 
another set, so as to be able to set 
the home table according to a defi- 
nite color scheme. 

The Herron store opened a cam- 
era department July 1, 1938. And 


Chat GAill Attract Attention 
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Cardboard scenery, cut out of colored cardboard and attached to the wall 
or to panels set against the wall, is an easy, inexpensive decoration that 


even a child can do. 


is open at the top. 
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: It will make a very colorful holiday setting, par- 
ticularly when it is illuminated by means of lights set in the base which 
Side elevation at the left shows concealed lights. 


in spite of the fact that there are 
many other camera departments 
round about in drug stores, this 
newest department had forged 
ahead to top place in the field by 
the last of December. 

The Herron camera department 
has been built up to take care of 
the camera enthusiast, and 95 per 
cent of the camera business done 
is with the men folks. Women like 
a camera easy to operate. Men 
enjoy complicated ones. 

A fine pamphlet on this depatt- 
ment was sent out when it was 
opened. The store carries a com- 
plete price line stock of cameras 
from $1.00 to $200. Individual 
sales have been made up to $300. 

Although this is the newest de- 
partment in the store, it was one 
of the best for Christmas sales vol- 
ume, and even alter Christmas 
business kept up during January 
to the Christmas season level. One 
show window was given to the 
camera department the entire 
month of December. Other win- 
dows were given to toys, china, 
glass and housewares, and winter 
sports equipment. Windows are 
changed once a week during De- 
cember. 

In the judgment of Mr. Herron, 
major appliances are not likely to 
be leading Christmas gift selec- 
tions. But such sales as are made 
count substantially for there is 


(Continued on page 39) 
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TOP VIEW 


BELTS WOOD DISCS 


OWARF CRANKING 
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DRIVEN 
DRUM 


DWARF WITH BAGS 


SHAFTS 








Here we see the location and size of the pulleys, 
belts, wooden discs and shafts. On the opposite 
page are shown the mechanics of the display. Cords 
that moved clock and spider were moved by the 
rocker arm attached to the hammering dwarf on top. 
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HIS action display of 
“Santa’s Workshop” stopped 


passersby—young and old 
alike—for the hardware store of 
Otto Herrmann, Inc., Glendale, 
Long Island, N. Y., last year. 
Constructed by Chris. Fischer, dis- 
play manager for the store, and 
his assistant, this colorful, work- 
ing window was installed Oct. 30 
with the intention of later replac- 
ing it with a merchandise display. 
The window proved so interesting 
to passersby that it was kept intact 
until Christmas Eve. 

The most interesting fact about 
the display is that boards, lum- 
ber, etc., used for this display, 
have been used over and over 
again, while all mechanical parts 
were borrowed from the _ store 
stock so that the cost of the dis- 
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“Santa’s Workshop,” at the left, 
caught the eye due to the fact 
that the belt, clock and spider 
were always in motion. At the 
right we see the endless belt— 
made of roofing. Toys were at- 
tached to the belt with wire 
causing them to bob about as 
the belt revolved on the drum. 


play was very little. The regular 
window lighting was kept dim, 
spotlights being used for atmos- 
phere. 

The phantom and top views il- 
lustrate the mechanics of the dis- 
play. The dwarf on the left side 
appeared to be cranking the con- 
veyor drum. The stool on which 
the dwarf stood was fastened to 
the figure and was hinged on the 
floor to give the effect of the dwarf 
using more energy when the stool 
seemed about to topple over. The 
dwarf at the right was stationary 


—And Here's How Otto Herrmann, Inc. of 
Glendale, N. Y., Built [t and Made [t Work 
























and held bags open to give the ap- 
pearance of having toys from the 
conveyor belt drop into the bags. 


Toys were fastened to the conveyor 


belt, which was constructed of 
roofing, with wires, enough play 





being allowed to cause the toys to 
bob around. The dwarf on the 
balcony went through the motions 
of hammering on a toy fortress. 
Santa Claus’ eyes winked con- 
stantly. 
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NTENSIVE display programs, 
| plus good lighting, the right 
amount of newspaper adver- 
tising, and intelligent selling helps 
Otto R. Schultz, owner of the 
Schultz Hardware Co., Danville, 
Ill., attain a fine volume of Christ- 
mas business. 
“We start early with our holiday 
merchandising program,” says Mr. 


Glassware and china 


departments are on 
the second floor of 
the store. Here we 


see the china with 
the toy department 
at the extreme end. 


Schultz, who has one of the finest 
stores in Illinois, “sometimes get- 
ting Christmas trims in our win- 
dows, etc., about ten days before 
Thanksgiving. Holiday trim and 
toys mean Christmas is coming to 
almost everyone. They bring peo- 
ple into the store and, once people 
are inside, their attention can be 
attracted to other items, especially 
lighter appliances, etc.” 

This hardware store was found- 


ed in 1892 by Mr. Schultz, and 


Electrical table appliances are 
always very much in evidence on 
the second floor. Everything is 
within easy reach of patrons. 


for many years he has considered 
that more than half his trade is 
from housewives. Consequently his 
store has been planned more and 
more to appeal to women. Both 
floors of the store are neat and 
bright, and this is what women 
like. Furthermore everything is in 
its place at all times, no matter 
how busy the staff may be during 
the holiday season. 

“We don’t handle major appli- 


ances in our store,” says Mr. 
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Schultz, “because they don't fit 
into our local setup, due to our 
type of competition. We find that 
in our community of 36,000 peo- 
ple, we in this store can get farther 
by going in stgong for gifts, toys, 
housewares, chinaware, glassware, 
fireplace equipment, athletic equip- 
ment, paints and tools, contractors’ 
supplies, builders’ hardware and 
artificial flowers. We do a nice 
business every year, and especially 
at Christmas, for we key our pro- 





And here we see the toy depart- 
ment itself. The section shown 
here is devoted principally to 
games and _ construction sets. 
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gram to increase store traflic. We 
take great pains with interior and 
exterior displays, for this increases 
store traffic. Our windows espe- 
cially pull in a lot of Christmas 
business. Our seasonal newspaper 
advertising also brings customers 
to the store.” 


Select Gifts Early 


Danville is primarily a coal min- 
ing city, flanked by a considerable 
agricultural area, and buying 
power fluctuates, but always ap- 
pears to be active at the Christmas 
season, says Mr. Schultz. Impor- 
tant in this firm’s merchandising 
program are a number of signs in 
the windows and through the store 
advising people to select gifts 
early. One sign in the main win- 
dow reads, “Select Your Gifts 
Now. A small deposit will hold 
your selections for Xmas _Deliv- 
ery.” Flanking this sign on one 
side is a white fireplace, showing 
fireplace equipment, and also a 
number of gift and glassware 
items. In an opposite window was 
a fine showing of sporting goods 
for appropriate gifts for all mem- 
bers of the family. 
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The store carries a 
wide range of glass- 
ware and it is very 
popular during the 
pre-holiday season. 
Set dinner tables 
are an aid to sales. 


OLIDAY Heapquarters 


llanking the main entrance, as 
people leave the store, are two 
other signs reading, “Use Our Lay 
Away Plan. A small deposit will 
hold your selections for Xmas de- 
livery.” Thus customers are con- 
stantly being urged to buy gifts 
early on the deposit basis, and this 
increases the volume of holiday 
business. 

“A Christmas item well dis- 
played is half sold,” believes Mr. 
Schultz,” and for this reason he 
takes pains with all display, and 
gives them plenty of lighting at all 
times. 

On the first floorsall shelving is 
recessed, indirectly lighted, with 
items displayed very artistically. 
This helps to attract the attention 
of the many women who come into 
the store throughout the holiday 
season. 

“In our locality there is no de- 
nying the fact that the majority 
of people who come into any store 
are looking for gift items priced 
from $1.00 to, let us say, $25.00,” 
says Mr. Schultz. “We try to get 
many items on display for the 
largest number of prospects to 
choose from, and we try to make 
these showings stimulate desire to 
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Pottery and artificial flowers 
serve to attract Xmas shoppers. 


One of the signs calling atten- 
tion to the “lay away” system. 





Built-up displays show pottery 
to the best possible advantage. 





buy. Decorations alone wil! not 
make for volume and profit on 
Christmas items; the selling and 
display program must be complete 
throughout.” 

While the first floor of this mod- 
ern hardware store is a delight to 
the average housewife, the second 
floor is still more of a pleasant 
surprise. There is elevator service 
to the second floor, with a well 
dressed, polite colored girl operat- 
ing the lift. A sign on the first 
floor, near the elevator, advises 
people that the toy department is 
located above. 

Here, in addition to a large 
showing of toys, there are also fine 
displays of glassware, chinaware 
and artificial flowers, and also fire- 
place fixtures. 


Popular Department 


Recessed shelving is also used 
on this floor for glassware and 
other items, and several tables, per- 
fectly appointed, grace the center 
aisle and have special lights play- 
ing down upon them to center at- 
tention on the items displayed. 
Women in Danville certainly love 
this department; not only do they 
buy glassware and chinaware for 
gifts, but they also buy it at other 
seasons of the year. 

Artificial flowers go with glass- 
ware and chinaware, and Mr. 
Schultz’s staff places these items 
about the section in a very charm- 
ing manner, so as to add to the 
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attractiveness of the setup. Women 
clerks wait on the customers on the 
second floor, for they are better 
equipped to help housewives select 
various items here. And this ap- 
plies to toys as well. There is a 
wrapping booth at the center of 
the floor, as well as a cashier’s 
cage, which helps to facilitate the 
serving of customers. 

The Schultz store is one in which 
a woman likes to browse about 


once she enters. There are so many 
items displayed that as a rule she 
need not go elsewhere to select her 
gifts. And that is part of the 
Schultz merchandising plan — to 
induce women to remain in the 
store inspecting all items on dis- 
play. The longer they stay, the 
more they buy. And that is part 
of the secret of Christmas mer- 
chandising success achieved by this 
fine hardware store. 


It’s a Storeroom for 
Santa’s Workshop 


(Continued from page 23) 


tree and house decorations to dress 
up his store. Wreaths and string 
lights are draped over his tables. 
Christmas balls and tinsel help set 
off his lights and shelves. These 
all serve the dual purpose of dec- 
orating the store and permitting 
the customers to see how the dec- 
orations actually look when in use. 
By the time Christmas arrives the 
store has a decidedly undressed 
appearance, as the majority of the 
decorations have been taken down 
and sold. 

Ordinary wooden risers and ta- 
bles used for toy display form a 
very barren background for these 
colorful goods. To more properly 
harmonize with the merchandise 
shown, extensive use is made of 
brickwork paper and crepe paper 


of all colors. These are used to 
carpet the tables and wrap around 
the supporting uprights. 

Boxes of Christmas tree balls 
and lights are displayed on two in- 
clined platforms. By energizing 
some of the lights in this display 
at night, a very pleasing effect is 
presented. An extensive stock of 
extra lights, sockets and plugs 
makes this store a light headquar- 
ters during the rush to get tree 
lights in working order. 

Immediately after Christmas the 
Suburban Hardware Store under- 
goes a complete change. Toys are 
relegated to the basement and the 
display space becomes converted 
to winter goods. In this way Mr. 
Orlando makes the most of an 
ordinarily quiet January. 
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- An Early Start Means 
a Profitable Season 


(Continued from page 33) 


much money involved. A man may 
want to give his wife something 
for her personal use, such as a fur 
coat or a piece of jewelry but she 
is inclined to look upon an electric 
refrigerator or washing machine 
as something for the entire family. 

An electric vacuum cleaner in 
the store has proved to be the 
leader in the holiday appliance 
buying. The larger appliances, 
even radios, are more likely to be 
selected by husbands and wives to- 
gether. 

Economic conditions, however, 
bid fair to change this, and with 
larger buying ability, another year 
will doubtless see business greatly 
stimulated in the major appliance 
field. From $1.00 to $25.00 has 
been about the gift range for sev- 
eral years past in the Herron store. 

It would seem as though a cam- 
paign well in advance of Christ- 
mas, to accustom people to think- 
ing of major appliance investments 
of this character for the home, 
should be considered and planned 
for, and with those who are thrifty 














Gifts for Outdoors Catch the Eye 


Sporting goods and wheel goods appeal to an extremely large percentage 
of practically every family throughout the country and the Bunting Hard- 
ware Co., Kansas City, Mo., realized the fact to the fullest possible extent 
when it installed this holiday window display. There’s something in the 
way of outdoor merchandise for practically everyone in this display. 
There’s plenty shown but there is no confusion and every item is price- 
marked so that passersby can obtain full information at a glance. 








and who have been waiting, such a 
sales stimulus would meet with a 
surprising response. 

For a good many years, Her- 
ron’s has used a great deal of 
cedar roping inside and outside 
the store and also a Christmas tree. 








This Sign Box Attracts ’Em 











A good sign box has the store name set on the edge of the front 

panel which conceals lights. Other wording appears on the back 

panel which is illuminated by the concealed lights. This box can be 

made in a tin shop for window or in-store use, with the back panel 
arranged to hold changeable show cards. 
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Christmas windows without 
backgrounds are found to be more 
effective than those with back- 
grounds, the Christmas tree being 
actually set on the store floor and 
the display carried back to that 
point. 

Hundreds of people come in who 
say they are just looking around. 
Clerks are instructed to watch and 
to be ready to be helpful, but not 
to arouse resentment by following 
them. 

Lay-aways for Christmas deliv- 
eries greatly influence the making 
of early decisions. A deposit is 
required. Out-of-town shipments 
are taken care of if desired. 

Last-minute sales are always to 
be expected. The day before 
Christmas is not the busiest day, 
but it is usually the best day as far 
as volume is concerned. At this 
time, people are easy buyers. 

Reasonable exchanges are made 
after Christmas, but money is not 
given back for returned merchan- 
dise, nor is merchandise credit 
given for strictly Christmas items. 

When Christmas is over, no time 
is lost in putting holiday things 
away immediately, taking down 
decorations and eliminating the 
Christmas atmosphere. That has 
become ancient history- 
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Window displays used by the store have 
backgrounds that are truly Christmassy. 


REPARATIONS for Christ- 
Pr: at the Hatboro Hard- 

ware Store begin in Septem- 
ber. This firm, which is located 
in Hatboro, Pa., and managed by 
two sisters, Miss Blanche Schneid- 
er and (Mrs.) Arlene Smith, turns 
into a combination toy and gift 
shop during the days preceding 
Christmas. All merchandising ef- 
forts are directed toward these two 
lines of goods. Some tools and 
sporting goods are sold at this sea- 
son, but the real volume at the 
store centers around toys and gift 
wares. 

Early in September Miss 
Schneider travels to New York, 
where she spends several days 
looking over giftware shows and 
seeing what the big stores are sell- 
ing. Before returning to Hatboro, 
she has made her selections and 
placed orders for most of the gift 
wares to be displayed for the 
Christmas trade. The foresight ef 
her trade is attested by the fact 
that 90 per cent of the gift stock 
was disposed of last year, with 
Christmas still a week off. 

Gifts are displayed in one cen- 
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tral area on four tables which are 
pushed back to back with narrow. 
upper shelves forming a raised 
section. Over This area an innum- 
erable variety of gifts are ar- 
ranged, no two of which are alike. 
A customer can rummage around 
this display for an hour and still 
find items she has not previously 
noted. Surplus gifts are stored un- 
der the display table and in the 
basement stock room. 

Miss Schneider makes a practice 
of ordering only a few of each 
cheaper gift and only one of each 
more expensive variety. She has 
found that with a small town and 
country trade, people are always 
duplicate-minded whenever gifts 


Gifts are featured in a central area on 





four tables having built-up sections. 


are considered. That is, when se- 
lecting gifts they always shun items 
that are easy to duplicate, because 
they rightly fear that others be- 
sides themselves may be sending 
the same kind of gift to a certain 
person. With this in mind Miss 
Schneider buys two or three of 
the items priced to sell for $2.00 
or less, and only one of the higher 
priced wares. 


Medium-Priced Giit 


The partners have also found 
that they can sell about 10 gift 
items priced at $2.00 or less, for 
each one of the expensive gifts. 
Accordingly, 90 per cent of their 


gift goods sells below $2.00. Al- 
though some items, like fancy 
match holders, nut crackers, etc., 
sell for 25 cents, the great majority 
range from 70 cents to $1.50. And 
the key to their enviable sales vol- 
ume of these gifts is the unique- 
ness of their wares. Customers 
have learned that invariably they 
can pick, up gifts in the Hatboro 
Hardware Store that they will not 
find in any other local concern. 
For instance, last year Miss 
Schneider stressed gifts that were 
filled with candies and salted nuts, 
which, when emptied still made 
nice presents. Merchandise such 
as vases, ice bowls with tongs, to- 


bacco jars, ornate boxes, etc., 








Open store night and contests are 
used by the Hathoro Hardware Store 


of Hatboro, Pa. to get patrons in 


the proper buying mood in December 
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A large table display of toys and dolls. 








Christmas wreaths 


and decorations were shown on the panels in the background. 


would be sold neatly wrapped in 
cellophane and filled with candy, 
nuts or spiced fruit. The double 
utility value of these gifts had an 
immediate appeal and, even 
though these goods had to be re- 
ceived later so as to be fresh, they 
sold as fast as they were put on 
display. 

Toys for the Christmas trade are 
ordered in October. They are 
shown in several large displays 
made up by backing tables to- 
gether and setting up temporary 
stands on horses. 

As a prologue to Christmas the 
merchants of Hatboro run a guess- 
ing contest. Each concern puts 
something in their windows for 
the people to guess at, and at the 
same time they offer a prize to the 
person whose guess is nearest cor- 
rect. The Hatboro Hardware Store 
had numerous pieces of cotton rep- 
resenting snow as a background to 
one of their 
Their prize was offered to the per- 
son handing in the nearest correct 
number of these pieces of cotton. 
Altogether there were over 2000 
pieces of cotton, and the prize- 
winning guess came within 20 of 
the actual total. There was no ob- 
ligation on the part of the guess- 
ers in this contest. However, each 
contestant had to enter the store 
to hand in his entry, and was in 


window displays. 





42 


this way thrown into visual con- 
tact with the merchandise on dis- 
play. In addition the contestant 
had to spend considerable time in 
front of the show window while 
figuring out his guess. 

As an additional prologue to the 
Christmas business, the Schneider 
sisters advertised open-store night, 
when Santa Claus would be there 
to listen to the children’s wants 
and to give away penny airplanes, 





yo-yo sticks and similar small 
items. This feature created a great 
deal of interest and brought not 
only children and their parents 
from town, but also from the sur- 
rounding countryside. By the time 
these two pre-Christmas attractors 
were over, most of the store’s po- 
tential customers knew what a com- 
plete stock the Hatboro Hardware 
concern offered. 

To fit in with their year-around 
policy, the store’s two show win- 
dows are dressed to present the 
most attractive displays in town. 
Last Christmas one window 
showed an elaborate countryside 
snow scene. The background 
scenes were painted by outside 
talent, while the rolling fields in 
the foregroud were built of cotton 
and paper. A miniature electric 
train flashed across the front of the 
scene and disappeared in a tunnel. 
A decorated Christmas tree was 
placed at one side of the window. 
The second window was filled with 
a systematic jumble of toys, sup- 
posedly spilled from Santa’s bag. 
At one side a large Santa stood 
poised on a chimney, scratching 
his head and wondering how he 
was going to get all the toys back 
in his bag. 

To round off the advertising of 
their Christmas goods, the partners 
sent out 2000 colored toy booklets, 
and ran large ads in the local 
papers. 


Rope and Stars Background 
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Try white rope and blue stars against a red background, or red rope and 

blue stars against white for a simple but effective wall or background 

trim. This is also good on panel for display of gadgets or other small 
gifts which can be attached in the squares. 
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HEN you put specials on 
\ \ major appliances at 
Christmas they sell well, 
according to William Read of 
Read’s Hardware, Bloomington, 
Ill. This firm goes in for extensive 
displays of refrigerators, ranges 
and washers during the Christmas 
season, and, in fact, begins holli- 
day merchandising the last week 
in November so that quite a few 
appliance sales are achieved by 
the time the holidays arrive. 


During the 1938 Christmas pe-, 


riod this firm had a special out on 
a stoker deal, advertised it well 
and attained excellent results. De- 
cember refrigerator sales helped 
the firm roll up its biggest year on 
refrigerators in five years. 

W. Read is the firm’s only out- 
side salesman. G. Read, his father, 
who is 79 years of age, has been 
in the hardware store for 57 years, 
and often handles the inside work 
while William Read makes outside 
calls. 

“While good window displays 
and inside Christmas trims on ap- 
pliances help to bring in a lot of 
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Left—An inside display of major appliances. 
Center—The front of the store. Right—Xmas 
window featuring an electric refrigerator. 


‘Major Appliance Specials 


Build Xmas V olume 


drop-in prospects at this season of 
the year,” says William Read, “we 
get our biggest sale from following 
up prospects and suggesting that 
they give themselves and family a 
present by installing that stoker, 
refrigerator or washer, etc., they 
have been thinking about. This 
kind of appeal often helps to swing 
lukewarm prospects into the cus- 
tomer class, especially if we have 
a special to offer. We buy right. 
and put these specials out just 
once in a while.” 


Read’s Hardware, Bloomington, 
I1l., builds major appliance 
sales by means of personal 


visits and telephone calls 


If Mr. Read cannot get out and 
make as many calls on appliance 
prospects as he wants to during 
the pre-holiday season, he resorts 
to judicious use of the telephone. 
He finds that in this way he is able 
to contact many people whom he 
would otherwise not be able to see, 
and he makes quite a few sales in 
this manner. 

“We have a large appliance de- 
partment on our second floor,” he 
says, “and we also have a service 


(Continued on page 46) 





William Read and 
his father, G. Read. 
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HE real keynote of success- 
ful Christmas merchandising 
in the toy department of the 
hardware store of J. C. Rogerson 
Co., Inc., Hudson, N. Y., is the 
friendly spirit shown toward chil- 
dren. Advertising, attractive dis- 
plays of worth while toys and a 
real Christmas atmosphere in the 
store are other contributing fac- 
tors. In the eight years in which 
the store has handled toys, there 
has been a decided increase in 
sales each succeeding Christmas 
season. The 1938 sales increase 
over the previous year was the 
greatest of all. 

Rogerson’s policy of always wel- 
coming children is outlined by 
Arthur McEvoy, who says: “The 
main thing is to let children go 
up to the toy department. Then 
when their parents visit the depart- 
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ment to make gift selections we 
tell them which items interested 
their children to the ‘greatest de- 
gree. We make the youngsters 
welcome at all times and always 
treat them well because if ‘Mother’ 
sends ‘Little Willie’ out to get a 
can of paint he is going to go 
where he received decent treat- 
ment even when he was a nuis- 
ance. Those who are children to- 
day are adults in the community 
10 vears hence. 

“Youngsters always keep re- 
turning to look at our toy display. 
One little urchin, who was poorly 
clad, came in several times dur- 
ing the 1937 season to play with 
different toys. One day he said, ‘I 
know what I want now, and, to 
our surprise, he bought $9 worth 
of toys for his brothers and 
sisters.” 


At the top is shown the firm’s 
1938 holiday windows. One of 
these featured toys for boys 
and girls while the other one 
showed household necessities. 
Below is shown the Christmas 
Eve display, which, simple in 
design, showed Yuletide spirit. 


HARDWARE AGE 





the Youngsters Welcome” 


That’s the policy of J. C. Rogerson 
Co., Inc., Hudson, N. Y., and it is a 


winner when it comes to building 


up sales for the Christmas season 


The Rogerson store advertises 
toys and other playthings, in the 
holiday season, in the Columbia 
County Farm Bureau News and in 
the 4 H Club News and uses 10 
billboards in Hudson and on the 
highways leading into the city. 
These billboards show giant size 
illustrations of toys and designate 
the store as “Rogerson’s, Hudson. 
N. Y.,” so that the store’s name 
registers better than it would if 
the corporatg name of the firm 
were given in full. Several of the 
billboards, in miniature form, are 
shown in the store as a tie up with 
the outdoor advertising. 


Hudson is within an hour of Al- 
bany and Poughkeepsie, N. Y., 
and Pittsfield, Mass., with their 
larger shopping centers. To meet 
this competition, and meet it prof- 
itably, the Rogerson store must be 
particularly careful in the selec- 
tion of its toy stocks. Rogerson’s 
closely follows the radio and news- 
paper advertising used by depart- 
ment stores in the above named 
cities and also in New York City, 
since the youngsters are guided by 
such advertising in their requests 
for toys, games, etc., at the Roger- 
son toy department. Wherever 
possible the firm meets prices of- 
fered by the out-of-town stores. 


Railroad enthusiasts—young and old—found plenty of interest in 
this moving display. And it surely did help increase train sales. 
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As part of its policy of carrying 
attractive toys and novelties, “a 
little out of the class of the chain 
stores,” the Rogerson store owners 
must shop around for novelties 
and toys that sell for $1 or more. 
Emphasis is put on toys that are 
absolutely safe. Two or three high 
school boys—from both parochial 
and public schools—are employed 
during the Christmas season to 
demonstrate toys in the store’s sec- 
ond floor toy department after 
school hours and on Saturdays. 
The high school boys play with 
the toys and wrap the merchandise 
they sell but do not handle any 
money, that part of the transaction 
being handled by an adult member 
of the staff. These boy “ambassa- 
dors” keep order at all times, 
help prevent breakage and _pilfer- 
ing and generally make themselves 
useful in the department. Toys 
which have parts which can be 
easily lost or pilfered are wrapped 
in Cellophane. 

Department stores feature their 
policy of accepting merchandise 
for exchange and refund, within 
reasonable limits. Rogerson’s are 
liberal in the matter of exchange 
but do not grant refunds on toys. 
When a youngstef receives a du- 
plicate of something bought from 
Rogerson’s from out - of - town 
sources the store will make an ex- 
change for some other plaything. 
Another good will-building idea is 
wrapping Christmas gifts so that 
the buyer can turn them right over 
to the recipient without rewrap- 
ping. Although the paper and 
tape used for this purpose are of 
a very distinctive design that 
people for miles around associate 
with Rogerson’s the company’s 
name is not marked on them. The 
“A Merry 


tape merely says, 
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Outdoor sports equipment occupied this section of the store. The 
Swiss railway posters added color to the popular winter items. 


Christmas—A Happy New Year.” 
An attractive and elaborate dis- 
play of electric trains is always a 
feature of the company’s Christ- 
mas toy display. By selling trains 
in but one gage—“O” gage-stocks 
are simplified. Whenever a train 
set or any accessories are sold a 
record is made of the buyer, the 
child for whom the gift is intended 
and the addresses of both persons. 
This record serves two purposes- 
eliminating duplication of gifts 
and providing a mailing list. At 


the beginning of the holiday shop- 
ping season youngsters for whom 
trains have been purchased and 
the people who have purchased 
the equipment for them in previ- 
ous years are sent catalogs show- 
ing the newest in trains and rail- 
road accessories as a bid for addi- 
tional sales. 

On Christmas Eve some of the 
toys which have not been sold are 
distributed to children confined to 
local hospitals as a contribution 
toward the happiness of such un- 


fortunate youngsters. Early in the 
afternoon of the last holiday sea- 
son selling day toys are removed 
from the show windows and one 
window is used to portray Christ- 
mas Eve in a private home. The 
window used last Christmas Eve 
bore a neat sign which said, “We 
Extend to Our Friends and Pa- 
trons the Season’s Best Wishes.” 

Christmas being a big day for 
the youngsters, the store’s greatest 
effort is naturally on the sale of 
things of interest to youngsters. 
However. no opportunity is lost to 
serve adults. What Mr. McEvoy 
terms “personal shopping service” 
is an example of the services 
available to shoppers buying for 
adults. Last Christmas, for ex- 
ample, a physician’s wife decided 
to give her husband an assortment 
of tools—hammer, screw driver, 
pliers, etc.—to conveniently keep 
in his office. The tools were put 
in a mechanic’s box from the 
store’s regular stock and the doc- 
tor’s initials were placed on it. 
This combination, made right in 
the store, solved a problem for the 
shopper and enabled the store to 
make a bigger sale than would 
have been made had not the kit 
idea been sold. 


Major Appliance Specials Build Xmas Volume 


shop that is second to none. From 
Sept. 1 on when we repair and ser- 
vice appliances we begin dropping 
holiday suggestions. This often 
leads to early sales. When we re- 
pair an appliance it gives us 
chance to try to sell a customer a 
new one. Even if they don’t buy 
at that time, a telephone call at a 
later date perhaps brings them 
into the store, where the sale is 
closed. 

In addition to getting good dis- 
play on the second floor, appli- 
ances also occupy feature space at 
the front of the first floor in the 
Read establishment. The Christ- 
mas trim for these appliances is 
colorful and very distinctive, and 
this method of treatment makes a 
mighty fine showing and appeals 
to most housewives. 
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(Continued from page 43) 


The firm, too, never neglects to 
keep a big red ribbon around a 
refrigerator which is placed in the 
front window, as this has been 
found to attract many drop-in 
prospects during the Christmas 
season. 

For his Christmas appliance 
business, Mr. Read finds that 
small consistent newspaper adver- 
tising helps him just as much, if 
not more, than large space on ap- 
pliances during November and 
December, for it keeps people “ap- 
pliance minded,” he declares. 

To get people who come into the 
store to visit the large upstairs de- 
partment, the firm has a sign right 
near the elevator which reads, 
“Visit Our Gas, Electric and Stove 
Department.” For the holiday 


season this sign is flanked with a 
good Christmas trim which helps 
to further holiday buying. 

Appliance selling in the Bloom- 
ington area presents a bright fu- 
ture, states Mr. Read. Due to 
greater electrification of rural 
areas, more and more farmers are 
prospects for appliances, and this 
is a market that the Read firm has 
been cultivating for many. years 
with other items. Being known 
well in rural districts, Mr. Read 
expects to cash in on appliance 
sales as well in the near future. 

Finally, Mr. Read has this to 
say, “You can’t start too early on 
promotion of appliances for the 
Christmas trade. It’s the work you 
do beforehand on prospects that 
often culminates in quick sales at 
Christmas.” 
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HE handling of Christmas 

trees played a very impor- 

tant part last year in an un- 
usually successful holiday mer- 
chandising program of the Beery 
Hardware Co., Brush, Colo. 

Brush is a very small place, sit- 
uated only eight miles from one 
larger town and about 35 miles 
from another, and the local mer- 
chants are always up against a 
problem in’ keeping Christmas 
business at home. The sale of 
Christmas trees helped overcome 
that difficulty for the Beery Hard- 
ware Co. by getting people into 
the store where they could see 
what the local firm had to offer. 
And, at the same time, the trees 
helped produce a record volume 
of tree light business. 

The firm tackled its problem 
capably from several angles. The 
management realized that regard- 
less of what they said or did 
good many people would want to 
go into the larger places before 
Christmas—if for nothing else 
than to “see the sights.” So, they 
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Some of the Christmas 
trees which aided the 
Beery Hardware Co. in 
building up its holi- 
day business in 1938. 






5 7 ES 


— 


P Aiba rey a = 


The Beery Hardware Co., Brush, Colo., 


attracted attention with Christmas 


trees and the rest of it wads easy 


decided, the smart thing to do was 
to get the average customer's in- 
terest before she made those trips. 
In this way she’d be encouraged 
to do a good deal of her buying at 
home—early in the game. And, 
knowing what the local store had 
to offer, she wasn’t so likely to do 
much buying in the larger places, 
even though she did visit them. 


The Campaign Begins 

The first step in the campaign 
to bring people into the store was 
to blanket the town with two types 
of Christmas circulars, one con- 
taining nothing but listings of 
toys and the other devoted entirely 
to gifts for adults. On the front 





page of the toy circular appeared 
an invitation to all boys and girls 
to visit the local sfore’s toy show. 
While facilities didn’t permit any- 
thing very elaborate in the way of 
a show, toys were put on display 
early—plenty of them—and the 
interest of the children was ob- 
tained. 

That’s just what the company 
wanted. The youngsters went 
home and told their parents about 
the large stock carried there. 

Many a child used the trees to 
get its parents into the store. The 
adults naturally planned on buy- 
ing trees and when the matter was 
brought to their attention, they 
were inclined to do their tree buy- 
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ing earlier than they would have 
otherwise. After all, it was much 
easier to buy locally than to carry 
a tree in the car from another 
town. 

Of course the trees were also 
brought to the attention of adults, 
who weren't brought in by their 
children, by means of a small tree 
display out in front and the use of 
an attractively decorated tree in 
the window. The inside display 
was very effectively tied up with 
tree lighting. Lights were shown 
on a table in the center of a dis- 
play of trees placed at the front of 
the store on the right aisl—the 
side on which most people enter. 

The suggestive value of that dis- 
play made light selling easy. 
People who needed either light 
sets or bulbs were naturally led to 
inquire about them rather than 
having to be sold. 


The feature display was on new 
type multiple circuit sets in which 
the burning out of one bulb 
doesn’t affect the rest of the string. 
Because clerks were given advance 
demonstrations on the new type 
lights and were instructed to actu- 
ally demonstrate their operation to 
customers, sales on this better 
merchandise ran two to one over 
the low-priced variety. 


Small Space Needed 


Contrary to the general idea. 
trees don’t require too much space 
in the hardware store, according 
to Store Manager O. J. Gibbs. His 
display of a dozen or so sample 
trees along the right wall didn’t 
take up any space which could 
have been used for other mer- 
chandise—yet it was ample to pro- 
duce the business. The reserve 





One of the holiday windows of the Beery Hardware Co. As 
usual, a Christmas tree was featured in a central position. 


48 





stock was carried in the basement. 
A careful watch was kept on the 
display to be sure one of every 
size was shown at all times. 

Besides producing traffic and 
aiding greatly in the selling of tree 
lights, the trees themselves showed 
a nice margin of profit. 

Realizing that the children 
would lead their parents to the 
toys, even though they weren't 
right out in front, Mr. Gibbs de- 
cided to keep the toy line farther 
back in the store, devoting the 
front space to the larger unit gifts 
for adult use. This stock was dis- 
played within a few feet of the 
trees where people couldn't help 
but see it. 

One of the most effective fea- 
ture displays used here was a com- 
plete table setting of pottery. This 
colorful merchandise shown on a 
white cloth stood out in such a 
way as to compel attention. It was 
priced in 32 and 45-piece sets. 

Opposite this table display was 
the showing of late model radios 
in a variety of makes, styles and 
prices. Many a sale was made to 
customers who came in merely for 
a Christmas tree or to look at 
small gift merchandise. 


The Eyes Did It 


The same thing was true of 
lamps, which were shown on the 
aisle opposite the Christmas trees. 
Visual appeal and verbal sugges- 
tion produced plenty of business 
which wouldn’t have been ob- 
tained if people hadn't been 
brought into the store on smaller 
items. 

“We become more convinced 
every year that getting the Christ- 
mas business in a small town near 
larger cities or towns depends 
mainly on getting people into the 
store,” concludes Mr. Gibbs. “Any 
small town store owner who will 
take the trouble to do so can have 
almost as complete a line of gift 
merchandise as his competitors in 
the larger places. Yet he’s handi- 
capped because too many people 
take it for granted he won't have 
what they want. The only way to 
overcome that is to handle lines 
which people want to buy locally 
—such as trees—and to put a 
little showmanship into the mer- 
chandising program.” 
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This firm views 
everything as 
having a potent- 
ial gift value. 
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~ Pays Christmas Dividends 


HE McChesney Hardware 
Store of Moorestown, N. J.. 


dresses up for Christmas 
with streamers, pendants, tinsel, 
crepe paper and elaborate dis- 
plays. In other words, James Mc- 
Chesney considers the Christmas 
holidays a tremendous stimulator 
of store trade, so he goes after this 
business seriously. To fully capi- 
talize on this trade, he has found 
that more and more displays are 
needed, increased circular and 
newspaper advertisements must be 
put out, and the year to year vari- 
ations in the public’s taste must 
be taken into consideration. 

To determine as near as possi- 
ble what his customers are apt to 
want, this dealer makes a close 
pre-season study of buying habits. 
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business conditions and the trend 
of sales as experienced by the job- 
bers’ salesmen. Toys and gift- 
wares, the mainstays of most 
Christmas business, are 
always sure-fire. But even this re- 
liable Christmas business can be 
considerably increased, so Mr. Me- 


° 
stores 


Chesney has found, if a dealer has 
a good stock of the particular kind 
of toys and types of gifts that hap- 
pen to click during the season at 
hand. This requires foresight and 
a certain amount of clairvoyance 
on the part of the dealer, as he 
order his stock 


must several 


James McChesney, Moorestown, 


KN. f,, finds it pays to study 


their buying habits and to 


= understand selling trends 






months before he can actually 
determine the demand for the vari- 
ous items. Like many other deal- 
ers, Mr. McChesney has experi- 
enced the problem of trying at the 
last minute to build his stock of 
items that happen to sell like hot 
cakes. Such last minute orders are 
practically impossible to fill, as 
everybody is clamoring for the 
same thing. Accordingly, careful 
consideration to pre-season buying 
is axiomatic at the McChesney 


store. 


Garden Tools as Gifts 


During the past few years Mr. 
McChesney has found that regu- 
lar hardware items are becoming 
more and more important as gifts. 
Take garden tools, for instance. 
The Christmas demand for sepa- 
rate garden tools, as well as com- 
plete long and short handled sets, 
has reached such a volume that a 
large display of these items is set 
out in a prominent place. A little 
ribbon and tinsel work around 
these wares greatly enhances their 
possibilities. 


stimulus as gift 
Everything from wheelbarrows to 
seed markers are pertinent as gifts 


—but they must be put out where 
the customers can see them. 
Likewise carpenters’ and me- 
chanics’ tools have a good sale as 
gift items. Although the store 
does not go in for lathes and other 
large machine tools, the sales of 
the common variety of saws, ham- 
mers, drills, etc., rise at a good 
rate during Christmas. Displayed 


against a colorful Christmas back- 
ground, these items satisfactorily 
solve many a perplexing problem 
of “what shall I give that man?” 

Such prosaic and un-Christmas- 
like wares as paint, brooms and 
mops, and other items noted more 
for their usefulness rather than 
their gift possibilities, move at the 
McChesney store. A broad ribbon 
around a can of paint works 
wonders. 

Many dealers, sorely engrossed 
in arranging displays of toys, en- 
tirely overlook the possibilities of 
off-season sporting goods. Not so 
Mr. McChesney. Ice skates and 
ski equipment are of course in 
order. But just as important, and 
equally good sellers, are roller 
skates, baseball goods, bows and 
arrows and other sporting goods 
that bring thoughts of summer. 

About $1,000 worth of toys are 
added at Christmas. These supple- 
ment the toys already on hand, as 
this store carries a small toy stock 
the year around. A large toy in- 
ventory holds no fear for Mr. Me- 
Chesney, because any unsold goods 
are automatically relegated to his 
year-around toy display. This 
year-around stock is removed from 
the store proper after each Christ- 
mas, and put on display in one of 
the store’s attractive basement 
rooms. As the store has built up 
a reputation for carrying a sizable 
line of toys at all times, the base- 
ment stock, where customers can 
readily see the toys on display, 
satisfactorily handles this business. 

For the most part Christmas 


‘ 
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The sidewalk offers added 
possibilities for display. 


toys are displayed on shelves set 
above the regular store tables. One 
long table with an elevated shelf 
is set out at this time to supplement 
the regular tables. Toys are segre- 
gated as much as possible. For in- 
stance games of all sorts are put in 
one place. A single table is de- 
voted to room and tree decorations. 
Likewise dolls, trains and educa- 
tional sets have their own niches. 
Where floor space permits, without 
crowding the aisles, scooters, toy 
autos, velocipedes, etc., are set out. 
A few bicycles and outdoor toys 
are displayed on the pavement in 
front of the store. An intelligent 
segregation of toys, so Mr. Mc- 
Chesney has found, greatly simpli- 
fies buying for his customers, and 
permits them to find what they 
want without taking up too much 
time of the busy clerks. 


Xmas Candles Sell 


Candles form another big item 
of the McChesney Christmas busi- 
ness. Many customers will buy 40 
or more bayberry candles for use 
in their windows. Ordinary col- 
ored candles of various sizes al- 
ways sell in good volume. 

In anticipation of the Christmas 
business, several hundred dollars 
worth of gifts are added to the 
stock already in the store. These 
are displayed on attractive tables 
and against backgrounds that set 
off chrome, silver and glassware. 
Small electrical appliances invari- 
ably prove the best sellers. Clocks 
and novelties, particularly the un- 
usual, also have a good turnover. 
The most important table, from a 
merchandising standpoint, is the 
one located right inside the en- 
trance. This gift display is the first 
thing noticed by customers enter- 
ing the store. 

For inside decorations, Mr. Mc- 
Chesney uses a few streamers run- 
ning across the ceiling. Each light- 
ing fixture is draped with several 
hanging ornaments. Crepe paper 
and colored cloth are used exten- 
sively to cover shelves and hide 
surplus stock under tables. 

As Mr. McChesney so aptly puts 
it, “Christmas business, with its 
extra work and long hours, may 
be one grand headache, but it is 
well worth while if a store goes 
after it seriously.” 
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Sve picture of the 1%-ton Model D-30 

doesn’t half do justice to the truck. It gives 
you a good idea of the modern streamlined 
beauty of International Trucks, but it doesn’t 
tell you a thing about the amazing economy 
of the trucks on your job. Drivers and owners 
can tell you about that. 

It takes more than just style to deliver In- 
ternational performance. Anewline is not just 
a matter of the calendar with International 
Harvester. Constant improvements in engi- 
neering and construction makeand keep Inter- 
national Trucks the standard for the industry. 

The constant aim of this company is to 
give you hauling value — to make economical 
performance your lasting source of satisfaction. 
HAULING VALUE~— plus distinctive beauty 
of design that is recognized and admired 
wherever loads are hauled. 


In the popular Model D-30, as in every 
International Truck from the sturdy %-ton 
pick-ups to the powerful six- wheelers, you 
get International performance. And that’s 
the finest thing that can be said of anything 
on wheels. International Trucks are rugged, 
all-truck trucks, all there way through. 
They’re made for tough jobs and rough 
handling, and they’re built to take it. 

And throughout your years of Interna- 
tional ownership, the network of Harvester’s 
Company-owned truck- service organization 
is ready to service your truck at all times. 

Talk over your hauling problems with any 
International dealer or Company-owned 
branch. Arrange for a demonstration. 
INTERNATIONAL HARVESTER COMPANY 

(INCORPORATED ) 


180 N. Michigan Ave. Chicago, Illinois 


INTERNATIONAL TRUCKS 
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The Story of a Hardware Woman's Hobby 


THE COURSE of 
an active and in- 
teresting life, I 
have traveled in 
many lands and 
in every section 
of this beautiful 
country of ours, 
and have seen 
many wonders of 
nature and many 
marvels of man’s creation. But 
nothing so stirs my soul or makes 
me feel so humble as the gorgeous 
coloring of autumn foliage. In the 
suburbs and _ rolling country 
around New York City, as in 
nearly every section of the United 
States at this time, there are vistas 
of such breathless beauty in every 
shade of russet, red, yellow and 
bronze that I find myself unable 
to express my enthrallment over 
this seasonal enchantment. Nature 
dons her mantle of gold for only 
a few weeks in every year, and 
as I was rested and inspired by 
the beauty before me I found 
myself repeating the opening lines 
of that imperishable poem “Than- 
atopsis.” 
“To him who, in the love of na- 
ture, holds 
“Communion with her visible 
forms, she speaks 
“A various language;—for his 
gayer hours 
“She has a voice of gladness and 
a smile 
“And eloquence of beauty; and 
she glides 
“Into his darker musings with a 
mild 
“And healing sympathy, that steals 
away 
“Their sharpness, ere he is aware.” 
The above experience put me 
in the mood to enjoy another treat 
that was before me—a visit to a 
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bit of Old Japan, transplanted to 
Middletown, N. Y. This town 
nestles in the foothills of Orange 
County. The surrounding country 
is literally the modern land of 
milk and honey—one of the most 
beautiful dairy sections in the 
world—and the lovely scenery of 
hills and valleys is not exceeded 


These views give readers a glimpse of the unusual 


in attractiveness anywhere in the 
United States. Middletown has 
two other attractions that made it 
of interest to me. HARDWARE AGE 
was born there nearly 100 years 
ago, and the building which 
housed its first office and print 
shop is still standing and in use. 
Singularly enough, I was informed 


HARDWARE AGE 
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GARDEN 


By SAUNDERS NORVELL 


the name given by John Williams 
to his journalistic venture in those 
early days was The Hardware Re- 
porter. This was the name of my 
St. Louis paper of some 25 years 
ago, but I was not aware at the 
time I was copying so distin- 
guished a predecessor. The other 
local attraction to a hardware man 
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is that the city is the home of 
Star Hack Saw Blades made by 
Clemson Bros., Inc., for more than 
50 years. 

But this story is not about the 
founders of this paper, nor about 
Star Hack Saw Blades. Both of 
these incidents in the history of 
Middletown are interesting and 


beauty of Mrs. George B. Clemson’s Japanese garden. 


Ancient stone lantern in the 
Garden of the Princess. 


worthy of comment, but my real 
adventure of the day was the fact 
that I saw a Japanese garden, the 
like of which does not exist any- 
where in the world outside of 
Japan. This unique garden exists 
at Middletown because of the in- 
spiration of one woman. So here 
is the story and it should be told 
—to do it credit—by a better 
story teller than the author. 
George B. Clemson was a me- 
chanical genius. Like most gen- 
iuses he was crochety and full of 
whims. He has gone to his re- 
ward. Mrs. Clemson had to play 
second fiddle to the strong char- 
acter of her unusual husband. 
She played in harmony, and so 
their years of married life were 
full of happiness. One of the 
trials she contended with was the 
desire to have a garden plot she 
could call entirely her own, where 
she could grow such flowers as 
she wished, transplant as she 
wished, fertilize and do with as 
she wished without interference or 
change from “Friend Husband.” 
I find lots of women have this 
thought and I have lived long 
enough to know it’s a smart hus- 
band who lets his better half have 
her way; he will have more peace 
of mind if he does and very likely 
be greatly surprised at the results. 
Before the 1914 World War, 
Mr. and Mrs. Clemson with their 
two daughters went out to see the 
world. In Japan, Mrs. Clemson 
became obsessed with the beauty 
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and soul-giving peace of a Japa- 
nese garden. When she returned 
to the routine of life in Middle- 
town she gave her husband a 
shock. “George,” she said, “I 
want a piece of our estate to do 
with exactly as I please and with- 
out any interference from any- 
body.” “What’s the idea?”, said 


Mr. Clemson. “I want a Japanese 
garden,” answered Mrs. Clemson, 
“and I want you to give me a 
piece of land where I can have it 
built.” “All right,” replied Mr. 
Clemson, thinking he was putting 
one over on his unsuspecting 
wife, “take two acres of that bog 
land and make your garden.” 
Mrs. Clemson’s ideas were not 
petty; she had the land and she 
had ample financial resources. Her 
mind visioned not a few rocks and 
ponds with an occasional piece of 
Japanese statuary, but the crea- 
tion of a replica of a 1000-year- 
old garden in Japan. She sent to 
Japan for a famous landscape 
gardener. He looked over the 
land, drew his plans and went to 
work. Mrs. Clemson had started 
her garden. That was in 1913, 
and for more than 20 years she 
and her Japanese co-workers 
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worked on this garden. More 
Japanese gardeners arrived, bring- 
ing with them loads of equipment. 
Soon there was a lake and little 
brooks and islands. Japanese 
dwarf trees were growing. In July 
the garden bloomed with iris and 
wistaria. In the early spring the 
cherry blossoms burst forth. 


“In the back of the 
shrine sat a golden 
Buddha and on the 
sides were smaller 
Buddhas. In the light 
of the setting sun 
the interior of this 
golden shrine biazed 
as if on fire.” 


Then came bridges in lacquer 
of red and black and gold. These 
bridges, moon bridges, rose in 
half circles, the complete circles 
being made by their reflections in 
the water. There were two dream 
worlds in this garden. The trees, 
flowers, Japanese stone lanterns, 
bronze storks, temples and other 
unique buildings and then their 
reflections in the mirror-like sur- 
face of the lake. From Japan 
came life-size bronze frogs, turtles 
and storks. Also came torii—the 
bird rests. All was symbolical. 
The turtle stands for old age and 
wisdom—the stork for youth. 

In the lake were islands. The 
largest was the “Master’s”, the 
next was for “Madame” and lit- 
tle ones for the “Princesses.” 
Among the broad-leaved water 
plants graceful white swans an- 
swered your call. And between all 


these islands were the lacquer 
bridges. The largest and hand- 
somest is called the “Emperor’s 
Bridge.” It reminds one of when 
General Grant made his world 
tour and in Japan was invited to 
walk over a bridge sacred to the 
exclusive use of the Emperor. 
General Grant walked to the mid- 
dle of the bridge and then re- 
traced his steps. He was too tact- 
ful to violate one of the sacred 
traditions of Japan. 

On the side of a hill facing the 
garden was built a full size dupli- 
cate of a Japanese gentleman’s 
home of materials brought from 
Nippon. It was furnished in the 
Japanese fashion with straw mats. 
Everything in the house came from 
Japan. The Japanese do not use 
beds and chairs. They sleep on a 
thin mattress on the floor which is 
rolled up and put away during 
the day. Japanese ladies elabo- 
rately arrange their hair on a 
permanent basis. At night they 


rest their necks in a wooden block 
that holds up the head. It must 
be very uncomfortable. 

The climax of my visit to this 
wonderful garden was when Wil- 


liam E. Cross, the son-in-law of 
Mr. and Mrs. Clemson, guided me 
to the Shinto temple. It was late 
in the afternoon. The sun’s rays 
fell directly on the door of this 
temple. We mounted a few steps 
to the balcony when Mr. Cross 
unlocked the double outside doors 
and we found ourselves facing a 
large lacquered shrine. This shrine 
was about 10 ft. high and some 
8 ft. wide. With other keys Mr. 
Cross unlocked first the golden 
grille doors and when they swung 
back we were confronted by the 
lovely interior of the shrine. The 
decorations were gold, black and 
red. You never saw anything 
more beautiful. The shrine was 
like an immense jewel case. 

In the back of the shrine sat 
a golden Buddha and on the sides 
were smaller Buddhas. In the 
light of the setting sun the inte- 
rior of this golden shrine blazed 
as if on fire. 

In Japan, worshippers write 
out their prayers and place them 
in the outside grille. Then the 
priests lay them before Buddha 
and afterward deposit the prayers 

(Continued on page 94) 
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A FRIENDLY WARNING - To ALL 
STORES THAT SELL BICYCLES AT RETAIL 


“Remember what happened last year? 
Somebody said there wasn’t any SantaClaus 
—and some of you retail dealers in bicycles 
believed it. You didn’t order nearly enough 
bicycles for your Christmas business. Was 
my face red? And did you lose sales? 

“So I’m warning you right now. I’m still 
very much alive—more alive than ever 
since I’ve started riding a bike myself. I’ve 
been getting around—I know this has been 
a big bike year. But you haven’t seen any- 
thing yet. Christmas will really bring out 
the bike business. Don’t let me down this 


year. Order those bikes now.” 








This air-conditioned, 
model electric kitch- 
en display room is 
one of the important 
features in the Tri- 
City major appliance 
selling program. 


Tri-City Hardware 
&° Furniture Co. of 
La Salle, IIl., sells 
from 1300 to 1500 
major appliances 


annually but finds 


December “te “Sales Clincher” 
Month for Major Appliances 


This display window shows major 
appliances prominently featured. 
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HRISTMAS is the time to 
¥ sell major appliances in a 

hardware store, say Louis 
and B. Orlandini, owners of the 
Tri-City Hardware & Furniture 
Co., La Salle, Ill. At this time of 
the year, a hardware store that has 
been conducting a well-rounded, 
well-planned merchandising pro- 
gram on appliances during winter, 
summer and fall seasons, really 
gets a chance to turn many luke- 
warm prospects into customers, for 
the “gift” motif can be added to 


all the others, say these hardware 
men. 

They point out that a hardware 
dealer can’t neglect major appli- 
ances the rest of the year, then 
“hop onto” a real program during 
December and expect to go places. 
However, they do point out that 
December is a good “sales-clinch- 
er” month, and the record shows it. 

This hardware firm, located in a 
city of only 12,000, flanked by a 
rich agricultural area, rolls up 


(Continued on page 96) 
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HARDWARE DISTRIBUTORS 


@ Now there’s a Galena Motor Oil “tailored” to fit the needs of every 
one of your customers! 

For the popular-price business, there’s the Original Galena—at a new 
low price of 25c! It’s refined from top-quality Pennsylvania crudes—in- 
sures easier starting, increased horsepower and less wear... 

For the premium trade, Super Galena Fortified at 35c, has the kind of 
sales-appeal you want. Refined by a special process, it’s practically free 
from sludging and gumming. Crankcase dilution is minimized. It’s extra 
tough—extra safe! 

There’s new business for you—and good repeat business—in Galena 
and Super Galena Fortified. Write for details of the Galena Profit Plan, 
or see your hardware jobber today. 

GALENA OIL CORPORATION « General Offices: 405 Butler St., Cincinnati, Ohio + Refinery at Franklin, Pennsylvania 


Both Oils 100% Pure Peunsyluania 


Retails at 25c Retails at 35c 
<< : SUPER GALENA FORTIFIED —————_ 
— fr @ New refinery process makes this the 

' wes pune PENNSYLVANIA _ “oiliest” of all lubricants. Improves per- 
formance—purges motor of unwanted de- SUPER 


8S PEEL Piearrinee 


weed . we: ie f foot f* ' posits—protects under heaviest loads. ‘ 
is > deter he { GALENA MOTOR OIL 
. @ One of the first Pennsylvania oils. Blue Forriried 
pedetoet: pote fy : Ribbon winner at 7 World’s Fairs! A super- 
quality lubricant. H T 0 R 0 l | 


MOTOR. oil 


ONLY £16.07 ———_s 


Puts you in the motor oil business with ar stock of Galena and Super Galena Fortified in seasonal 
SAE grades in one and five quart cans to display well; also a can display stand, banner, signs, etc. 
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HE hardware store at Christ- 
mas time should be an 
entirely new place — one 
sparkling with new, interesting, 
pleasure-giving merchandise. To 
secure this effect the complete at- 
mosphere of the store must be 
changed and this can be achieved 
through the use of interior and 
special window displays. Stores 
with toy lines should feature this 
merchandise as early as possible 
for it will establish the business as 
a headquarters for this type of 
goods. Children are easily im- 
pressed and the store with the first 
toy display will be the one to be 
talked about most frequently in the 
home. 
The toy display on this page is 
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Establish Your Store as 


devoted to the smaller toys, games, 
educational sets, and mechanical 
toys of one type or another. Trains 
are featured and one model should 
be in operation, for this will secure 
the complete attention of young- 
sters. The more action in a display 


of this type the more interest from 
all passersby. Toys might be ar- 
ranged in the window in price 
groups or divided into age groups 
in order to facilitate sales decis- 
ions. Prices should be clearly 
indicated on each item so that even 





Xmas Small Toy Window 


Merchandise: Metal dump trucks, fire trucks, steam shovels, erector 
sets, chemistry sets, small games of all kinds, ping-pong sets, and tables, 
toy housewares and tea sets, dolls, Christmas tree lights and decorations, 


tree holders, etc. 


Background: Low background panel of white corrugated board with 
cut out house top made of red brick paper and icicle edge. On each side 
of this dark blue star paper with red cut out wreath and Santa. 


Suggested Mass Displays: For tables — Christmas tree lights in sets, 
and tree holders. Other Christmas decorations. 





HARDWARE AGE 














Gift Headquarters Early! 


the child can understand. The 
color schemes of reds, blues, 
white and green add to the sparkle 
and life of the display. The Harp- 
wARE ACE interchangable display 
fixtures should be covered with 
silver, gold or combination color 


Christmas paper to add to the un- 
usualness of the display. 

The larger wheeled goods are 
shown in the toy window on this 
page. These items can usually be 
sold early by using the Christmas 
“lay-away” plan. This fact should 





Xmas Wheeled Goods Window 


Merchandise: Bicycles, tricycles, scooters, wagons in several sizes, 
doll cabs in several sizes, small autos, small trucks, wheelbarrows, side- 


walk bicycles, sleds, etc. 


Background: White corrugated board panel base topped with bright 
green board cut out in Christmas tree shade. Dark blue star paper used 
along sides with bright red cut out bells in center of each strip of paper. 


Cut out letters for toys bright red. 


Suggested Mass Display: For tables — small dump trucks, and other 
popular priced metal toys. For platforms — sleds and bicycles. 
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be emphasized in the window and 
in newspaper or direct-mail adver- 
tising. Display fixtures should be 
covered and Christmas color 
schemes, as listed in the details 
below, followed. 

Interior displays of all holi- 
day merchandise call for major 
changes in the usual arrangement. 
Convenience and staple merchan- 
dise should be side tracked for the 
holiday season if a complete 
Christmas merchandising job is to 
be done. Toys should be shown 
on tables and mass displays of 
popular selling items should be 
featured. Gift items in other lines 
in the store should be dressed up 
for the occasion, and promoted 
constantly. 





‘The Wages of ‘Laxation 


By Fitzgerald Hall* 


FITZGERALD HALL 


NE of our many sins is 
QO taxation—amount, method 

and purpose—and its vari- 
ous concomitants. The wages of 
taxation, as effective in America 
today, may, unless conditions vi- 
tally change, mean our economic 
death. 

What intelligent business men, 
such as you, should, in my opin- 
ion, do is, first, get the facts ac- 
curately; second, appraise those 
facts without bias or prejudice; 
and, third, take common counsel 
to seek to arrive at a plan to im- 
prove our fiscal and governmental 
situation, taking the public in- 
terest as a whole as the guiding 
star of your deliberations and 
conclusions. 

From and including 1923 to 
the present time government in 
these United States (local, state 
and federal) has spent, in round 
figures, 200 billions of dollars; 
the taxgatherers have collected 
about 150 billions (in addition, 
government has substantial non- 
tax revenues which, using the 
year 1932 as an example, equalled 
1.9 billions), leaving an _ in- 
creased burden of public debt for 
these 17 years of about 30 bil- 
lions of dollars. 

We all know of the vast in- 
crease in recent years in the 
number of those on the public 
payrolls. One economist of note 


*An address before the joint 
opening session of the convention of 
the National Wholesale Hardware 
and American Hardware Manufac- 
turers’ Association, Atlantic City, 
N. J., Oct. 16, 1939. 
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President, The Nashville, Chattanooga & St. 
Louis Railway, Nashville, Tenn., tells Atlantic 
City Convention that government, for several 
years, has been spending sums equal to about 24 
per cent of the total national income. The number 
of government employees is increasing every year 
as is the number of people receiving public assis- 
tance of one type or another. All of these things 
are affecting our national economy. 





states, in substance, that, in 
April, 1939, the Federal Govern- 
ment had employed 5,391,437 
persons—an increase of 550 per 
cent over 1930; that state and 
local governments employ some 
three million more; that these 
8,500,000 officeholders cost the 
public about nine billion dollars 
a year; or, to put in another way, 
the officeholding class in Amer- 
ica costs the average family in 
America about 20 per cent of 
its total income. Government 
now, and for several years, has 
been spending sums equal to 
about 24 per cent of the total 
national income. 


A Landowner 


The United States now owns, 
in acreage, approximately one- 
fifth of all the nation’s land— 
taking that much out of the tax 
base. In fact, as public debt has 
grown, the tax base, for many 
reasons, continues to be nar- 
rowed. 

The federal deficit, from and 
including 1931 to the present 
time, is some 28 billions of dol- 
lars. From July 1, through 
Sept. 30, 1939, the Federal Gov- 
ernment spent $976,060,302.00 
more than its income. 

In 1937 the per capita cost of 
the operation and maintenance 
of the general departments of the 
48 American states was 62 per 
cent over that of 1932. 

Total taxes (federal, state and 
local) in 1938 were about five 
billion more than in 1934—from 
the best sources available to me 


there were a few more unem- 
ployed in 1938 than in 1934 (10,- 
700,000 against 10,500,000). 

In 1929 taxes of all kinds col- 
lected (not public expenditures) 
took 12 per cent of the national 
income—in 1938 such taxes took 
22.8 per cent of such income. 

In 1938 there were more peo- 
ple receiving public assistance 
(18,300,000) than in any one of 
the five previous depression 
years. Since 1929 only about 20 
per cent of federal expenditures 
have been for relief, although 
estimates for the last five years 
run higher. 

What effect have these and 
other factors had on our national 
economy—I list some, not all. 

In 1930 the member banks 
which constitute the federal re- 
serve system had 11.4 per cent 
of their total loans and invest- 
ments in United States Govern- 
ment bonds; by 1938 this had in- 
creased to 33.2 per cent. 

In 1930 the 49 Legal Reserve 
Life Insurance Companies in this 
country had 5.1 per cent of their 
admitted assets in governmental 
(local, state, and federal) bonds; 
by 1937 this had increased to 
about 24.2 per cent. In 1930 these 
insurance companies had in their 
portfolios 303 millions of U. S. 
government bonds; by 1937 this 
had increased to four billion, four 
hundred and sixteen million. 
Today I am reasonably certain 
that it is much more. 

For the ten-year period 1926- 
1935, all active corporations in 
this country paid nine billion dol- 
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A new and revolutionary develop- 
ment in grain scoops which is 
meeting with instant approval 
wherever it is shown. Here are the 
outstanding features of the Rivet- 
less Socket Grain Scoop. 


1. Smooth socket—Elimination of 
rivets from the socket makes it 
possible for the user to slide hand 
over socket without encountering 
sharp or rough edges. 


2. Less possibility of handle break- 
age at socket. Handles which are 
not bored are approximately 12% 

onger than those bored for rivets. 


Steel 


Back view of the ABW 
Rivetless Socket Grain Scoop 


Ath Your Jobber 


Winter Profits 


4 MODELS 
HEATER SWITCHES 
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CASCO QUALITY PRODUCTS 
CASCO PRODUCTS CORP., BRIDGEPORT, CONN. 


(PATENT PENDING) 


3. Handle securely fastened to 
scoop by a rivet at the frog. Back 
of socket is welded to approxi- 
mately 2” from top. End of handle 
is reinforced with steel, which 
makes it impossible for rivet to 
spread or pull loos¢ when scoop 
is subjected to shoveling strain. 


4. The lower end of handle is 
covered with a metal cap which 
protects handle and adds to ap- 
pearance of tool. 


5. Rehandling can be easily ac- 
complished by removing head o 
rivet and extracting. 


ABW PRODUCTS 
Shovels © Spades ¢ S 


Hoe 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. > 
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NORTH EASTON, MASS. 


PLEASE ORDER THRU YOUR JOBBER 





lars, or 45 per cent, more in 
taxes than the amount available 
for dividends and surplus. 


The Railroads 


Let us look at the railroads. 
For the five years (1925-1929) 
of railroad earnings after operat- 
ing expenses the tax collectors 
took 28 per cent; for the five 
years (1930-1934) the tax col- 
lectors took 42 per cent; and for 
the five-year period (1935-1939) 
the tax collectors took 46 per 
cent. The less the railroads earn, 
the more, relatively, they pay in 
taxes. Let us take an example, 
the Norfolk & Western Railway 
—one of the best managed busi- 
nesses in the world. During the 
ten years—1928 to 1938— its rev- 
enue freight traffic decreased 26.5 
per cent; its revenue passenger 
traffic decreased 57 per cent; its 
taxes increased nearly 25 per 
cent. 

In 1938 each ton of bituminous 
coal mined cost the operators 
(which eventually the consumer 
must pay) 14 cents in taxes. 

A study compiled by the Amer- 
ican Federation of Investors, 
Inc., of Chicago, of 163 typical 
business corporations, represent- 
ing a fair cross section of Amer- 
ican industry having 40% bil- 
lions of assets, 644 millions of 
stockholders, and three million 
employees, reveals, for 1938, the 
following: 

Of the income left after pay- 
ing all expenses except taxes 
there was left for dividends, im- 
provements and surplus 38.4 per 
cent—the taxgatherers took 61.6 
per cent. The taxes equalled 
$283.00 per common stockholder 
and $576.00 per employee. The 
taxes were over 100 per cent 
more, per share of stock, than 
the dividends thereon. 

Take the small company I work 
for—The Nashville, Chattanooga 
& St. Louis Railway. For the 
10-year period ending Dec. 31, 
1938, the stockholders received 
an aggregate of $13.69 cash divi- 
dends per share; the tax collec- 
tors $27.22 per share; there was 
spent for additions and better- 
ments, after retirements, a net 
of $2.79 per share. 

Take the Pullman Company, a 
well managed corporation, for 
the same decade. Aggregate 
earnings per share, $14.14; ag- 
gregate taxes per share, $10.23; 
capital expenditures per share, 
$35.34. 

Take the United States Steel 
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Corporation, likewise well man- 
aged, for the same period. Ag- 
gregate dividends per share of 
common stock $19.52; taxes per 
share $53.48; capital expendi- 
tures per share $66.40. 

Take General Motors (one of 
the most intelligently progres- 
sive corporations anywhere) for 
the same period. Aggregate cash 
dividends per share of stock 
$25.60; taxes $12.95; expendi- 
tures for real estate, plant, equip- 
ment and special tools, $14.61 per 
share. 

For some ten years, govern- 
ment (local, state and federal) 
has spent about two billions (not 
including Army and Navy costs) 
a year on properties which are 
not subject to taxation. To put 
it another way, while govern- 
mental deficits were increasing 
some 30 billions, government 
spent some 20 billions on proper- 
ties which cannot be directly 
taxed, thus making it more dif- 
ficult to pay our public debts, cur- 
rent and funded. These vast 
public expenditures did little to 
solve, except for the moment, our 
unemployment problem. 

For many years now govern- 
ment has largely monopolized, as 
well as controlled, the money 
market. Funds which, under a 
sound economic system, should 
go into investment channels have 
been diverted to the purchase of 
governmental debts. 

To those whose idea is that 
mere consumptive expenditures 
can restore economic stability, 
and to those who, directly or in- 
directly, inveigh against capital, 
it would be well to heed the con- 
clusion of some of the Brookings 
experts, namely, .’. . “The growth 
of capital and.the expansion of 
consumption are virtually con- 
current phenomena.” 

Now what is the economic pre- 
requisite to stability of and im- 
proved employment—the answer 
is obviously the investment of 





private capital, which helps pay 
the nation’s tax burden. It is 
estimated that, for each railroad 
employee, there must be a prior 
capital investment of about $26,- 
000.00; for business and indus- 
try, as a whole, the best available 
estimate is approximately $9,- 
500.00 prior capital investment 
per employee. Capital is essen- 
tial to employment—the more 
government diverts from private 
investment, the more difficult it 
becomes to have a sound national 
economy. 


Many Purposes 


For many years now, not just 
in the last several, taxes have 
been used for many purposes 
other than strictly governmental 
functions. In the 15 years, 1915 
to 1930, expenditures by the Fed- 
eral Government for social forms 
of capital increased some 400 per 
cent —these being largely for 
waterways, roads, and bridges. 

In more recent years, and now, 
some taxes have been and are be- 
ing levied, among other purposes, 
to equalize wealth, to effectuate 
the social ideas of some of those 
at the moment in public office, to 
prevent corporations from ac- 
cumulating from earnings funds 
for reserves and improvements 
to finance various so-called social 
projects and to put the govern- 
ment more and more into active 
business in competition with its 
tax-paying citizens. 

Absurd tax exemptions, inex- 
cusable favoritism to induce the 
location or relocation of industry, 
have in many sections become the 
order of the day. In other words, 
if we are to be perfectly frank 
about it, many business men have 
been as prone to advocate, or ap- 
prove, oracquiesce in unsound 
and undemocratic practices as 
any group in this industry. The 
wages of our neglect will be the 
death of America as we have 
known it. 


How Long for Complaint? 


HEN goods or equipment are 
unsatisfactory or turn out to 
be defective in actual use, the buyer 
should make his complaint promptly 
if he expects the law to help him. 
Certainly he puts himself in a 
doubtful position if he continues to 
use the goods 
In a recent Michigan case a pur- 
chaser had retained and used certain 
equipment for four years when he 
was sued for the contract price. He 


still had it and apparently was using 
it when the suit came before the 
trial court four years later. Despite 
this, the seller’s suit for the contract 
price was rejected by the court. 
The higher court reinstated the suit, 
however, saying that it was “error” 
under the circumstances to say that 
the seller was not entitled to re- 
cover any portion of the contract 
price after the goods had been used 
for eight years. 
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AN industry-wide campaign is now un- 
der way for merchandising pure 
gum spirits of turpentine in packaged 
units of varying quantities that promise 
to provide hardware and paint dealers 
with new selling features for this prod- 
uct. It takes turpentine out of the cum- 
bersome steel drum and puts it in mod- 
ern, sealed lithographed cans that offer 
a sales and display opportunity which 
was never possible in the sale of bulk 
turpentine. 

Gum turpentine, in its modern, sealed 
package, has customer-appeal. It is at- 
tractive, convenient, and easy to carry 
and lends itself to display in your win- 
dows or paint department when the 
painting season is in full force. It cuts 
out the time previously needed to dis- 
pense turpentine from a drum and pre- 
vents loss from spilling and spoiling. 

This campaign is sponsored by the 
American Turpentine Farmers’ Associa- 
tion, Valdosta, Ga., and carries with it 
the association’s seal of approval, which 
is its guarantee of turpentine that is 
absolutely pure and which appears on 
each container. The AT-FA, itself does 
not sell gum turpentine but through the 
association this can, bearing the asso- 
ciation’s seal of approval, has been de- 
signed for the use of large distributors. 

Distributors install their own canning 
and dehydrating equipment at a nominal 


- More Turpentine Sales Through Packaging 


cost and carry on their canning under 
AT-FA supervision and inspeetion. By 
pooling their orders for cans and buy- 
ing them from one large can manufac- 
turer, tlfe distributors get the advantage 
of large quantity discounts. The can 
manufacturer lithographs each distribu- 
tor’s firm name and address on his sup- 
ply of cans, which range in size from 
a few ounces to five gallons. 

Freight costs are kept at a minimum 
by shipping gum turpentine in bulk 
tank cars to distributors’ canning set- 
ups located at large centers of distribu- 
tion. In each step of this new mer- 
chandising plan care has been taken to 
keep costs down and to carry the sav- 
ings right to the wholesale and retail 
dealer and to the ultimate consumer. 
The additional cost to the dealer of 
gum turpentine in cans is intended to 
be absorbed in the cost to the consumer 
and is felt to be warranted by the in- 
creased efficiency and convenience of 
packaged turpentine. 

The association realizes that to in- 
crease the demand for pure gum spirits 
of turpentine as the solvent and thinner 
for paints, it is necessary to increase the 
demand for paint. Hence it is coop- 
erating in its campaign with all 
branches of the paint industry. Adver- 
tisements are appearing in leading na- 
tional publications, reaching more than 
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21,000,000 better-class American homes, 
urging, “Paint Now and Save—Use 
High Quality Painting Materials — 
Specify Pure Gum Spirits of Turpen- 
tine.” This advertising is being supple- 
mented by attractive direct-mail 
literature giving property owners valu- 
able information on painting. 

Thus, backed by substantial advertis- 
ing, it is hoped that packaged gum 
turpentine will give dealers increased 
sales and quicker turn-over. 
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A NEW ADZE-HAMMER— 
FOR MORE HAMMER SALES 


It will drive and pull nails. It has a strong, keen 
cutting edge for cutting away and leveling rough 
undersurfaces when laying floors and shingling 
roofs. A perfect tool for trimming, fitting, bevel- 
ing and splitting. In packing rooms it will-scrape, 
trim, nail and open cases. Has perfect balance, 
tough hickory handle, full polished specially tem- 
pered tool steel head. Made in 18 ounce size only. 


Order a dozen today. 


A new Cheney hammer for more 
hammer sales. 


HENRY CHENEY HAMMER CORP. 


Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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Brass & Copper Co., Inc.; C. D. | PARSONS HEADS BERNARD 


SECRETARY COVERT RESIGNS FROM 
WESTERN ASSN.; FRANK H. SPINK 


ELECTED 


The board of directors of the 
Implement & 
Hardware Association have ap- 
pointed director Frank H. Spink, 


Western Retail 





FRANK H. SPINK 


Bunting Hardware Co., Kansas 
City, Mo., to the office of acting 
secretary-treasurer until the con- 
vention in January, 1940. Mr. 
Spink succeeds H. L. Covert. 
Pressure of personal interests 
requiring time and attention in 
Abilene, Kan., plus the added 


responsibilities as secretary of 





H. L. COVERT 


the National Federation of Im- 
plement Dealers’ Associations, 
has made it necessary for Mr. 
Covert to resign as secretary of 
the Western association, effective, 
Oct. 1. 

Mr. Covert expressed regret 
that this decision became impera- 
tive, and stated that he looked 
forward to serving the members 
of the Western in whatever man- 
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ACTING SECRETARY 


ner he could as secretary of the 
National Federation, taking pleas- 
ure in the thought that his highly 
valued friendships and associa- 
tions with the membership of the 
Western might in that manner 
continue unbroken. 

F. S. CHASE AGAIN HEADS 

COPPER & BRASS ASSN. 


| At the 





recent 18th annual 
| meeting of the Copper and 
| Brass Research Assn., at the 


Hotel Biltmore, New York City. 
F. S. Chase was again reelected 
president. Mr. Chase is president 
of the Chase Brass & Copper Co.. 
Inc., Waterbury, N. Y. 

Other officers elected were as 
follows: Vice-president, John A. 
Coe, president of the American 
Brass Co.; vice-president, C. D. 
Dallas, president of Revere Cop- 
per & Brass, Inc.; vice-president, 
Wylie Brown, president of Phelps 
Dodge Copper Products Corpora- 
tion; treasurer, C. D. Dallas, 
president of Revere Copper & 
Brass, Inc.; secretary, Bertram 
B. Caddle. 

Following are those elected to 
the executive committee: J. A. 
Doucett, Revere Copper & Brass. 
Inc.; R. L. Coe, Chase Brass & 
Copper Co., Inc.; F. E. Weaver. 
the American Brass Co.; Wylie 
Brown, Phelps Dodge Copper 
Products Corporation; W. M. 
Goss, Scovill Manufacturing Co.; 
H. W. Steinkraus, Bridgeport 

Brass Co. 
| The board of directors elected 
includes the members of the 
| executive committee and the fol- 
lowing: F. S. Chase, Chase 





Dallas, Revere Copper & Brass, | 


| Inc.; John A. Coe, the American 
| Brass Co.; R. E. Day, Bridge- 
port Brass Co.; J. P. Lally, 
iC. G. Hussey & Co; C. 
C. Limbocker, Wolverine Tube 
Co.; H. A. Staples, Phelps Dodge 
Copper Products Corporation; 
F. L. Riggin, Mueller Brass Co.; 
C. P. Goss, 3rd, Scovill Manufac- 
turing Co., and Bertram B. 
Caddle, secretary of the Copper 
& Brass Research Association. 


DE JURE REPRESENTS 
NORTHWESTERN STEEL 


Joseph De Jure, manufacturers 
representative, 410 Commerce St., 
Philadelphia, Pa., has been ap- 
pointed representative for the 
Northwestern Steel & Wire Co., 
Sterling, Tl. Mr. DeJure will 
represent Northwestern in eastern 





JOSEPH DE JURE 


Pennsylvania, New Jersey, Dela- 
ware, Maryland, and Washing- 





ton, D. C. 


| American Sponge & Chamois To Distribute 


The American Sponge & 
Chamois Co., Inc., 47 Ann St., 
New York City, has been selected 
as one of two national distribu- 
tors for the Cellulose sponges 
manufactured by E. I. du Pont 
de Nemours & Co., Inc. Wil- 
mington, Del. This is effective 
immediately for the greater part 
of the United States and effective 








Du Pont’s Cellulose Sponges Nationally 


Nov. 15 for the balance of the 
country. 

The American Sponge & Cham- 
ois organization will ship, bill, 
and service Cellulose sponges and 
in addition its genuine sponges 
and genuine oil-tanned chamois. 
Shipments may be obtained from 
either New York, Buffalo, Chi- 


cago, St. Louis, or San Francisco. 








PLIER SALES IN EAST 
The Wm. Schollhorn Co.. New 
Haven, Conn., makers of Ber- 
nard pliers and plier action 
tools has appointed E. G. Parsons 





E. G. PARSONS 


district sales manager for the 
New England district and met- 


| ropolitan New York. 


Mr. Parsons has been associ- 
ated with the Schollhorn com- 
pany for several years. He is 
well known to the trade in the 
New England section and met- 
ropolitan New York. The Scholl- 
horn company makes the parallel 
jaw, open throat pliers as well as 
a great many special pliers for 
specific production operations in 
industrial plants. 





35 ATTEND HARDWARE 
TRADE ASSN. MEETING 


About 35 members of The 
Hardware Trade Association of 
New York attended its luncheon 
meeting, Oct. 20, at the Railroad- 
Machinery Club, 30 Church St., 
New York City. Rivers Peter- 
son, managing director, National 
Retail Hardware Association, was 
guest. Mrs. Ruth Walther, Stan- 
ley Crow Repellent, New Britain, 
Conn., was guest speaker. 

PAUL H. FRICK AT 
NEW ADDRESS 


Paul H. Frick, secretary-trea- 
surer of The Frick-Gallagher Mfg. 
Co., Wellston, Ohio, is now mak- 
ing his headquarters at the com- 
pany’s sales office, Room 307, 
1512 Walnut St., Philadelphia. 
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ARD J]. H. CROWE ENDS FLIGHT year as president. Carl H. Lam-| KATZINGER CO. ELECTS 
belet, New Jersey Machine Corp., | CRISSEY, VICE-PRESIDENT 

FR ARRING CONTINENT | ?*<* : 

New . : Ons G CO Hoboken, N. J., was named as Tie board of directors of the 

at In line with the recent con-| frigerators, ranges, water heaters, vice-president. The conclave rec- | Edward Katzinger Co., Chicago, 

il solidation of all of the General | dishwashers, disposalls, electric | ommended a plan to act as aD | has announced the election 

— Electric Company’s appliance op- | kitchens, home laundry equip- authoritative agency on packaging | of Paul Crissey as vice-president 

rsons technique, to promote better pack- | 




















| ment, clocks, cleaners, fans, heat- 
| ing devices, and miscellaneous 
| appliances. 

Mr. Snyder will henceforth be 
responsible for sales and sales 
activities of the same line of 
products, together with radio and 
television receivers and _ tubes. 
Both men will make their head- 
quarters at Bridgeport. 

Simultaneously it was announced 
that, for increased efficiency and 
simplification of the department’s 
operation, the identities of the 
specialty and household appliance 
divisions, which heretofore ex- 


aging, inform the public of its 
benefits and to serve as a contact 
agency in matters involving stand- 
ardization and regulation of pack- 


recent announcement 150 execu- 
tives of leading firms in produc- 
tion, machinery and supplies fields 
attended the convention, which 
was the first membership meet- 
ing since the merger last spring 
of the Production Managers Asso- 
ciation and the Packaging Ma- 
chinery Manufacturers Institute, 

















as the present Packaging Insti- | 


aging technique. According to a | 


| 








isted separately at Cleveland and tute, Inc. PAUL CRISSEY 
Bridgeport respectively, would be oat 
— = yt — Pa THE MIDLAND CO. BUYS | in charge of sales. Arthur Kat- 
» ©. \ Spooner, who for-| EASY GARDEN RAISER | zinger remains as president of 
GEORGE CHAPMAN merly managed household appli- the on ith Morti M 
ance activities, has been recently) The Midland Co., South Mil- d liageeg gern dias ee 
assigned to the staff of Mr.| waukee, Wis., manufacturer of nd Seen vice-president 
the erations at a single location in| Snyder. saddlery hardware, harness chains Sch tronserer and M. King 
net- Bridgeport, Conn., H. L. Andrews, = has purchased the “Easy” Gar- | “C1rager as Secretary. 
vice-president and executive head| den Raiser from the Cushman _ en oe saifhorvdeo 
oci- of the company’s appliance and| PACKAGING INSTITUTE Motor Works, Lincoln, Neb. a ee ee ok 
pm- merchandise department, has ELECTS OFFICERS Everything in connection with i i sea 2 gee " Menas = 
is named George Chapman and Carl! The first annual meeting of the garden raiser has been moved a 32% ase Ng ; he oh oe 
the M. Snyder assistant managers, i i to South Milwaukee, including | °*°S Promotion anc’ sales cepar- 
nya , Packaging Institute, Inc., 342 ments of the kitchen tool, house- 
1et- effective immediately. Madison Ave., New York, held in | inventory, patterns, dies, etc., and |} 14 4; d oe did 
iL. Mr. Ch ied : ’ : : : old tinware and cutlery divi- 
o r. Chapman, who has had 26| Chicago on October 19-20 at this garden tool will be made | 1, He is responsible for 
llel years of experience in G-E lamps | Edgewater Beach Hotel, elected| at the company’s plant there. highl eiictens recast pr 
as and appliance activities, will as-| William M. Bristol, Jr., Bristol-| The Midland Co. will continue mo Oe Specs allen wwndi- 
for sist Mr. Andrews in his new ca-| Myers Co., New York, to head|to market it under the name, | gate store and de Co cep 
m pacity in the administration of | the organization for the coming | “Easy.” ] range lage 
the appliance division, which ‘ prac wes a Seley ~ pen 
includes the design, manufacture, inator of the company’s sales 
and distribution of electric re- ope 
— The Chicago headquarters of 
: Eastern Hardware Golf Association the company are undergoing im- 
' | Tournament June 68 | Maem ln and gener 
on The Eastern Hardware Golf,Co., Lancaster, Pa.; Charles J. | production in all departments. 
ad- Association will hold its sixth|Heale, editor, Harpware AcE, | eae 
., annual tournament, June 6 to 8,| New York City; A. D. Matthai, 
er- 1940, at the Cavalier Hotel, Vir- | National Enameling and Stamp- BROWN NOW RESIDENT 
ial ginia Beach, Va. This decision }jng Co., Milwaukee, Wis., and MGR. FOR PRATT & LAMBERT 
as was reached at a recent meeting |R. E. Doti, Igoe Bros., Brooklyn, C. W. Brown, sales manager, 
“4 in Atlantic City presided over | New York; reception committee: | eastern division, Pratt & Lam- 
. by the association’s vice-presi- chairman, Fred Scholl, Long | bert, Inc., paint and varnish mak- 
dent, L. B. Jackson, Wickwire Sil : ers, Long Island City, N. Y., has 
B Cortland, N. ¥ sland Hardware Co., Long : ; 
ros., ort and, N. f. , Island City, N. Y.; George Earle, | been appointed resident manegH, 
Following the general meeting, North Wayne Tool Co. Detroit. | @ charge of the company’s busi- 
a meeting of the board of gov- Mi yne A001 M04 Detroit, | ness in eastern territory. He suc- 
~ ernors was held and the follow- ich.; E. C. Griswold, Narberth, ceeds the late H. S. Prescott. 
is. ing committees appointed: ‘en- P. a.; Charles Ballinger, Merchant- Mr. Brown’s connection with the 
“di tertainment, chairman, Britton | Ville, N. J., Landers, Frary & | company dates back to Decem- 
a |B. Wood, The Wood Shovel &| Clark, and R. O. Recknagel, Nar- | ber 4, 1921. In 1931 he was 
7, | Tool Co., Piqua, Ohio; E. T. berth, Pa., Corbin Cabinet Lock | made sales manager of the east- 
CARL M. SNYDER |Fraim, 2nd, E. T. Fraim Lock | Co. ern division. 
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MILLER MERCHANDISING 
MANAGER FOR G-E the Keystone Appliance Co., Har- 
been ap-| risburg. He also opened a new 


L. H. Miller has “age - ate 
pointed merchandise manager for Gatrict for the C-E Supgay Cap. 
the General Electric Co. appli- | '" Allentown, Pa. 
ance and merchandise depart- 
| RED JACKET APPOINTS 
PURCHASING AGENT 


F. C. Simonsen, executive 
| vice-president of the Red Jacket 
| Manufacturing Co. of Davenport, | 
| Iowa, announces the addition | 
|to its expanding personnel of | 
T. J. Porte, as its purchasing | 
| agent. Mr. Porte was formerly | 
| associated with the U. S. Gyp- | 
sum Company of Chicago in the | 
capacity of divisional purchasing | 
| agent. } 

In addition the above | 
change in personnel, the rapidly 
expanding business of the com- | 
|pany has made it necessary to | 
|create a new and much needed | 
department, which will be known 
|as the Employees Relations and | 
| Welfare Department. This de- | 
| partment will be in charge of | 

at| W. R. Stormer, who will have | 

wil] | full charge of all personnel mat- | 
henceforth be responsible for | ters, which involve Workmen’s | 
supervising those merchandising | Compensation Insurance, met | 
services which function on be-| cal attention, all employee rec- | 
half of all appliance lines. He|ords including applications, So- | 
will also be charged with co-| cial Security, ete. as well as| 
ordinating these full-line activi-| safety programs. 
ties with those of the individual 
product sales sections. 


Mr. Miller's association with | MAY ORGANIZE CONSUMERS | 
General Electric for several years | TO COMBAT PROFITEERING | 


to 


L. H. MILLER 


ment, with headquarters 


Bridgeport, Conn., and 


(Washington Bureau | 


was primarily concerned with re- | 
of HARDWARE AGE) 


organization problems in_ the 
field. Prior to the move to The Department of Justice, | 
Bridgeport he supervised the | which in the past few months has | 


merchandising services for spe-| received hundreds of consumer | 


cialty appliances only, and for a| complaints of price increases, is | 
short time was domestic refriger- | expected to ask Congress for | 
ation sales manager. His first} more funds for the purpose, | 
contact with the company was in | among others, of organizing “the 
1925 as a refrigeration dealer.| rapidy growing consumers 

Later he was president of the groups in this country into a | 
Electric Refrigeration Company, force which in itself is capable of | 
Louisville; vice-president and resisting profiteering.” Assistant 
general manager of Electrical Attorney General Thurman | 
Housekeeping, Inc., Cleveland: | Arnold, head of the Department’s 


sumer groups the experience of 
the Consumers’ Counsel in the 
Department of Agriculture be 
used to coordinate the work of 
these organizations. 


Complaints from consumers 


| directed to the Department of | 
adequately | 


Justice cannot be 
taken care of because they come 
as a sudden unexpected 
time demand for which person- 
nel is lacking, the Assistant At- 
torney General said. For 


plaints, for prosecuting cases if 
found warranted, for referring to 


other Government agencies com- | 
plaints showing situations where | 


inadequate. 
consumers’ 


laws are 
organizing 


anti-trust 
and for 
groups. 


Consumer complaints reaching | 
Washington are generally being | 


interpreted as indicative of the 
development of consumer organ- 
izations into potent pressure 
groups. This factor is a definite 


phase of conversations now going 
on between business representa-. 


tives meeting with Department 
of Commerce officials under the 
direction of the Department’s 
Business Advisory Council. 

The Business Advisory Coun- 
cil understood to have no 
definite plans on the subject of 
price increases but it has offered 
to help business groups con- 
cerned with the problem. Busi- 
ness representatives have  ex- 
pressed concern at these meet- 
ings that their difficulty in ad- 
justing prices is to keep them 
out of the “profiteering” category. 

Commerce Department officials 


1s 


>| have directed that inventory fig- 


ures be gathered for the use of 
the Business Advisory Council 
while it is studying the problem 
of prices in the face of the “war 
emergency.” 


war- | 


this 
reason the Department is seek- | 
ing additional funds and person- | 
nel for investigating these com- 








and president and manager of | Anti-trust Division, has suggested | BIGELOW & DOWSE HONORS 
that in the organization of con- | 


GEORGE A. LIBBY 


George A. Libby, city salesman, 
Bigelow & Dowse Co., Boston, 
Mass., was honored at a dinner 
attended by 106 of the employees 


GEORGE LIBBY 


of the company on the completion 
of his 64th year of service with 
the company. The dinner was 


‘held at the Chamber of Com- 
.merce on Oct. 5. Joseph M. Ken- 


hedy, sales manager, presented 
Mr. Libby with a solid gold 
watch suitably inscribed on be- 
half of the company and in ap- 
preciation of his loyal and faith- 
ful service during so many years. 

In acknowledging the gift, Mr. 
Libby spoke a few minutes about 
the hardware business 65 years 
ago and enumerated some of the 
unusual changes which have oc- 
curred. Mr. Libby is hale and 
hearty in spite of his 80 years 
and up until a year ago played 
golf consistently in the low 90’s. 
Those at the head table with Mr. 
Libby were I. S. Dillingham, 
president and treasurer; J. Frank- 
land Miller, vice-president and 
secretary; L. A. Paine, assistant 
treasurer; and Joseph M. Ken- 
nedy, sales manager. 











PATTERSON BROS. FIRST ANNUAL OUTING 
— > ; “4 : ‘ Wo, . i : t Nee 


The above illustration shows the first annual outing of Patterson Bros., New York City, which was held at Singer’s Park, Spring- 

field, N. J. Approximately 150 persons attended the event which was held during the afternoon and evening. The afternoon 

was enlivened with games, races and contests of various kinds and dancing was enjoyed in the evening. Refreshments were 
served continuously. 
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PORCELAIN ENAMELERS DISCUSS SHOP 


PROBLEMS AT ANNUAL FORUM | 


More than 200 members of the 
porcelain enamel industry, to- 
gether with representatives of 
manufacturers in such allied lines 
as iron and steel, gas and elec- 
trical appliances, chemicals, and 
signs, attended the Fourth An- 
nual Forum of the Porcelain 
Enamel Institute, October. 18-20, 
at Ohio State University, Colum- 
bus. 

The opening session consisted 
of a symposium on the fine grind- 
ing of enamels, a new departure 
this year from the usual presen- 
tation of set papers. E. C. Ayde- 
lott of the Benjamin Electric 
Mfg. Co., led the discussion of 
these developments, and was as- 
sisted by E. W. Dietterle of the 
American Stove Co., C. T. Geor- 
don, Porcelain Metals Corp., J. 
B. Simon,. Westinghouse Electric 
& Mfg. Co., Norman Stolte, 
Enamel Products Co., and G. E. 
Terry, Edison General Electric 
Appliance Co. 

Fine grinding of enamels, ac- 
cording to these speakers, requires 
marked improvement in the qual- 
ity of ground coat application, 
so that the thinner covering coats 
produced by fine grinding will 
not be adversely affected. It has 
been discovered that fine grinding 
has a marked influence on colors, 
requiring an entirely new process- 


ing schedule with different vari-|_ 


ation in the time-temperature 
cycle. It was also noted that fine 
grinding had considerable influ- 
ence on gloss and other surface 
characteristics. 

One of the most significant of 
the Forum sessions was that on 
architectural enameling. With 
the gains recently made in the 
sale of porcelain enameled store 
fronts and other architectural 
parts, the papers presented in this 
session went beyond the immedi- 
ate problems of the enameling 
shop. 

A. C. Weierich, of Davidson 
Enamel Products, Inc., opened 
this session with a discussion of 
“What the Jobbing Shop Must 
Do to Handle Architectural Work.” 
The architect’s viewpoint was ex- 
pressed by W. S. Arrasmith, of 
Wischmeyer, Arrasmith & Els- 
wick, Louisville architects. Mr. 
Arrasmith pointed out that, al- 
though porcelain enameled steel 
clearly has an excellent future as 
a building material, it has not yet 
been sufficiently “sold” to archi- 
tects and to the consumer. 

The Thursday morning’s ses- 
sion on sheet iron and hollow- 
ware included a talk on drawing 
compounds by G. W. Dykstra of 
the Kelvinator Division of Nash- 
Kelvinator Corp., and a paper by 
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E. H. Shands of the George D. 
Roper Corp., on “Use of Softened 


Water in Cleaning and Pickle | 


Room Practice.” 


One of the most pertinent sub- | 


jects of the meeting was presented 


at the final session Friday after- | 
noon by R. F. Bisbee of the West- | 


inghouse Electric & Mfg. Co. 


Mr. Bisbee discussed “Inspection, | 


Packing and Field Problems of 


Porcelain Enameled Products.” | 


He described the detailed system 


of inspection on suppliers’ prod- | 
ucts employed by Westinghouse | 
in its Mansfield enameling plant. | 

Some materials are checked by | 


a sampling method as received, 
others require spot 


cases where the ability of a sup- 
plier to meet the _ inspection 
standards consistently is in doubt. 


Mr. Bisbee outlined the devel- | 


opment in recent years of im- 
proved packing methods and 
much better crating of porcelain 
enameled products designed to 
maintain them in_ satisfactory 
condition during shipping and in 
the field. One of the most useful 
devices is a “shock test” used at 
the factory to determine accur- 
ately whether an appliance is so 
constructed as to withstand the 
shocks that occur in transporta- 
tion. 

At the annual Forum banquet 
meeting, Dr. William E. Wicken- 
den, president of the Case School 
of Applied Science, delivered an 
address on “Applied Arithmetic— 
Division of Multiplication?” Dr. 
Wickenden’s thesis was that 
American prosperity depends on 
a multiplication of the nation’s 
assets through raising the stand- 
ard of living, rather than on the 
division of national income by 
means of legal and political re- 
strictions. Bennett Chapple of 
the American Rolling Mill Co., 
presided as toastmaster, and J. E. 
Hansen of the Ferro Enamel 
Corporation introduced Dr. Wick- 
enden. 


A. J. FISHER JOINS 
SCHICK DRY SHAVER 


A. J. Fisher has been appointed 
to be assistant to Ralph J. 
Cordiner, president, Schick Dry 
Shaver, Inc., Stamford, Conn. He 
will be in charge of coordination 
of manufacturing and engineer- 
ing at the Schick factory in 
Stamford. Mr. Fisher was for- 
merly vice-president and general 
manager of the Robeson-Roches- 
ter Co., Rochester, N. Y., for 18 
years. 





checking, | 
while still others must have 100 | 
per cent checking—the latter in | 








ALLEN 


HoLLow Screw ASSORTMENTS 


These over-the-Counter Assortments “sample” the screws 
to your customers, the mechanics in factories and service 
establishments, on farms and in home workshops. They 
start new users of hollow screws coming to you for 
regular quantity purchases—which carry a nice profit at 
retail. 


Boxep ASSORTMENT 


Metal compartment box; con- 
tains 590 set screws, from No. 
10 to ¥g” with keys to fit. Dia- 
gram inside of cover lists sizes 
of screws and wrenches con- 
tained in box. No. 602; list 
price $33.80. 


Set Screw AssorTMENT 
(with Keys) 

Used in tool cribs, shops, 

service stations, garages and 

for domestic appliances. 

Popular sizes up to ¥%”. 

No. 608; list price $8.18. 


Service Kit or Set Screws 
(with Keys) 


This neat compartment box contains an 
assortment of Hollow Set Screws in 
sizes No. 10, 4”, 5/16” and %”, with 
keys to fit. (Keys a'so fit Cap Screws 
in sizes Nos. 5, 6, 8, 10 and %”.) 
No. 601; list price $1.25. 


NorMaALizep Key Set 
This handy kit contains a com- 
plete set of 11 short arm nor- 
malized hexagonal keys which fit 
all screws up to 1%” set in 
diameter. No. 603; list price 
$1.25. 


KEY 
IsLAND 


This handy key set contains 
14 keys fitting all sizes of set 
screws up to and including 
14%"; cap screws up to 1”; 
shoulder screws to %4” and 
pipe plugs to 1”. The con- 
tainer is plainly labeled to 
show the correct size key to 
use w:th each screw. No. 
615; list price $2.35. 





Order through your hardware Wholesaler 


THE ALLEN Mrrc. COMPANY 


H4rrrorn, Conn. U.S$.A. 
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@ This will be of special interest to any dealer now 
handling or contemplating selling anything in the 
building field. Every farmer who intends to build 
will want the up-to-date design and type of con- 
struction described in this book. He will want the 
working plans and bills of material. He will want 
the economy which the modern Continental Steel 
Sheets afford. 

The only way he can get the plans is through 
the local Continental dealer. The dealer will thus 
be given the opportunity to furnish all or any part 
of the materials required for the building—lumber, 
cement, nails, wire cloth, insulation, hinges, locks, 
tools, etc., etc. 

This building campaign and plan service is ready 
to go to every prospective builder in your territory 
if you are ready to handle the business. Ask for 
copy of the Plan Book and full details regarding 
this special sales building campaign. 

CONTINENTAL STEEL CORPORATION 


KOKOMO, INDIANA 
. Plants at Canton, Kokomo, Indianapolis 


CONTINENTAL 


83 STEEL PRODUCTS FOR FARM AND HOME 





J. H. CROWE ENDS FLIGHT 
FROM WARRING CONTINENT 


J. H. Crowe, secretary of the 
Retail Hardware Association, 
and Mrs. Crowe concluded a two- 
week flight from the war when 
the Empress of Britain docked 
recently at Quebec. Their flight 
home began Aug. 26 in Zurich, 
Switzerland, and led through the 
French countryside where 
muzzles of anti-aircraft guns 
point skyward and across the 
North Atlantic where the double 
danger of icebergs and _ sub- 
marines threatened tourists re- 
turning to America. An account 
of their journey was published 


| in the Birmingham, Ala., Post. 


“We thought the European 
situation was easing up when we 
sailed from New York, July 24,” 
Mr. Crowe said. “And we didn’t 
see anything at the Mediterra- 
nean ports where we stopped or 
in Italy to make us change our 
opinion. Of course there were 
soldiers all over Italy but they 
didn’t look very fierce, and no- 
body was talking about war 
there. 

“But when we reached Switzer- 
land, we noticed a difference 
right away. Everybody was talk- 
ing about war, and we couldn’t 
decide whether to stick to our 
plans of visiting the German 
Black Forest and taking a cruise 
down the Rhine or come back 
home. 

“I was on my way to the 
American Consulate in Zurich 
when extra papers came out with 
the announcement that England 
and France would fight if Ger- 
many tried to take Poland. The 
consul advised us to go to a 
French port at once and take the 


| first boat for the United States,” 
| Mr. ,Crowe said. 


And so the flight began. Out of 
the Swiss Alps on a train 
crowded with passengers filling 
the compartments and passages, 
Mr. and Mrs. Crowe rode toward 
the French capital. 

“Everywhere we could see big 
guns camouflaged beneath hay- 
stacks in the deserted fields,” 
Mr. Crowe said. “We couldn’t 
tell what towns we were passing 


| through because all station names 
| had been smeared over with 


black paint so they couldn’t be 


| read from the air.” 


For three days, Mr. and Mrs. 
Crowe stayed at the Grand 
Hotel in Paris and watched 
food-laden trucks and comman- 
deered cars roll past their win- 
dows, moving east with supplies 
for the Maginot Line. Bright 
lights in rooms were forbidden, 
and the streets were dark at 
night. 








“We had reservations on the 
Empress of Britain which was to 
sail Sept. 2 from Cherbourg. 
Everything in Paris—department 





J. H. CROWE 


stores, museums, everything— 
was closed, so we decided to go 
to Caen, near Cherbourg until 
the day of sailing.” 

Meanwhile, fighting had started 
in Poland. 

“We expected all the time to 
hear that our boat wouldn’t sail, 
but we weren’t notified, and when 
it arrived from Southampton we 
crowded on with 1600 other pas- 
sengers. Ordinarily it carries 
about 700. 

“But even after we boarded 
the ship in the afternoon we 
weren’t sure we'd sail,” he said. 
“Everything on the boat was de- 
moralized—meals were delayed, 
service slow, but the 1600 of us 
aboard didn’t care about that, we 
just wanted to sail. 

“Finally at midnight the Em- 
press of Britain moved out of 
the French harbor. 

“From the time we sailed un- 
til 11 A. M. Sunday, we heard 
no news. Then the steward an- 
nounced a radio broadcast, and 
we all crowded on deck to hear 
King George say England was at 
war with Germany. When his 
speech was over they cut off the 
radio and we heard no more 
news. 

“Before day Monday, sirens 
were turned on and a lifeboat 
drill ordered. They gave us all 
life preservers and told us to 
keep on our clothes, then they 
turned the course further north. 

“We began to see icebergs 
after we turned north, and it 
was very cold,” Mr. Crowe said. 
“But we didn’t sight any sub- 
marines. However, none of us 
felt easy until we reached the 
St. Lawrence River and began 
the inland trip to Quebec.” 
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HOUSING INDUSTRY, A BALANCE 


FOR ECONOMIC TROUBLES AHEAD 


(ore Bureau 
of HARDWARE AGB) 

Thurman Arnold, Justice De- 
partment anti-trust division chief 
who is launching grand jury in- 
vestigations in a score of cities 
im a move aimed at removing 
combinations and restraints in 
the construction field, thinks the 
housing industry offers the great- 
est opportunity of non-war indus- 
try to provide “an industrial bal- 
ance wheel for the troubled times 
ahead.” 

In an address before the 
American Retail Federation, Mr. 
Arnold said this country is still 
suffering from the effects of the 
housing shortage of the last war 
during which activity in the hous- 
ing field had practically ceased, 
and added: 

“The housing industry offers 
the greatest opportunity of non- 
war industry to prevent an eco- 
nomic unbalance. It is impera- 
tive that we do not allow a new 
housing shortage to be super- 
imposed on the one which we 
now have. Therefore, speaking 
strictly for the present, we need 
houses for their own sake. We 





) also need to build them to pro- | 


vide an industrial balance wheel | 


for the troubled times ahead. 

“I believe that in the long run 
the operation of free and inde- 
pendent private enterprise can 
effectively solve our housing prob- 
lems if we remove the obstruc- 
tions which now block the chan- 
nels of trade in that industry. In 





such a situation it becomes the | 


clear duty of the Anti-trust Divi- | 
sion to investigate and attack all | 


of the restraints which hamper 


experimental organization and ex- | 
perimental techniques in build- | 
ing. That such restraints are a | 


major factor in the situation is 


shown by the behavior of build- | 


ing prices. 


“They do not react as competi- | 


tive prices should. 
costs have remained relatively 
high in depression and have risen 
relatively fast during recovery. 
This peculiar tendency is a con- 
spicuous handicap to construc- 
tion. So long as it continues the 
chance to get housing costs low 
enough to tap the low income 
residential market will be slight.” 








QUEBEC STORE GETS NEW FRONT 








Black Vitrolite panelling with brass trimming has been used 
most effectively in the modernized exterior of Omer De Serres, 
Ltee., one of the leading hardware stores of Montreal, Quebec, 
Canada. The panelling covers the lower section of the building 


up to the first floor. Store windows have been made about 

18 inches smaller and have mouldings of polised brass. The 

doors, also, are of brass and the large name sign matches the 

brass with 36 in. diameter letters. Concealed ceiling lighting is 
another of the modern features. 
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REPEAT BUSINESS! 


There is repeat business, easier sales, extra 
profits in every sale of ILCO Universal Door 
Closers. 

This dependable closer can be used any- 
where— on right or left hand doors, outside 
or inside. Adjustments to any closing speed 
are easily made and stay constant. 


Use the demonstrator — 












ILCO KEY 

BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 


stock. 


free with stock orders —dis- 
play ILCO Universal Door 


Closers up in front to catch 









more sales. ... Send for the 


ILCO catalog. 


INDEPENDENT LOCK CO. 


Fitchburg, Mass. 
BRANCHES IN ALL PRINCIPAL CITIES 









SKATES 


Photographed on Agfa Film 


Cc USTOMETS to whom you sell UNION HARDWARE 
Ice Skates are more apt to be satisfied customers and with 
good reason! Incorporated in every UNION HARDWARE 
model are basic factors that mean BETTER VALUE—sound, 
durable construction, best materials, practical design and 
‘popular price. You can count on these fundamental qualities 
to help build a really profitable ice skate business during the 
fall and winter months which lie ahead. Take advantage of | 
the growing popularity of ice skating by placing your order | 
NOW. See your jobber and arrange with him to stock or 
replenish a full line of UNION HARDWARE Ice Skates. 


The 1939-40 Union 
Hardware line com- 
prises a popular selec- 
tion of Hockey, Figure 
and Screw Clamp pat- 
terns in a wide range 
of sizes and styles. 
Ask for your copy of 
Catalog No. 35. 





No. 1562 New Tubular Hockey Skates 
with Clamps. Satin Nickel Finish 


HARDWARE COMPANY 
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H. M. CAMPBELL 


NORGE PROMOTES 
CAMPBELL TO 
HEATING SALES MANAGER 


H. M. Campbell has been ad- 
vanced to the position of sales 
manager of the Norge Heating 
and Conditioning Division, Borg- 
Warner Corp., Detroit, Mich. Mr. 
Campbell has been a member of 
the Norge sales organization for 
the past five years. 

Roy B. Blanchard has been 
appointed to the Norge sales pro- 
motion depart,nent. He was form- 
erly with R. L. Polk & Co., with 
whom he was associated in the 
field of direct mail advertising. 

E. L. Frohlich, who recently 
returned to the Warren-Norge 
Co., New York City, Norge dis- 
tributor, has been recalled by the 
Norge Division to become a spe- 
cial sales representative. Mr. 
Frohlich, for a number of years, 
was head of the sales organization 
for the Warren-Norge organiza- 
tion but in 1938 joined the Norge 
factory as eastern sales manager. 
He had returned to the Warren- 
Norge Co. a few months ago. 





1,000 SEE PREMIERE OF 
WESTINGHOUSE FILM 


A romantic love story as the 
basis of an industrial motion 
picture was presented to an au- 
dience of 1,000 persons who gath- 
ered at the Waldorf-Astoria 
grand ballroom Sept. 27, for the 
premier showing by Westinghouse 
of “The Middleton Family at 
the World’s Fair.” 

The feature-length technicolor 
film departs from the tradition 
of glorifying the business of the 
sponsor. Instead, it tells a sim- 
ple, appealing love story, with 
comedy, lively action and sus- 
pense—qualities which are new 
in movies devoted to industrial 
topics. 

A cast of well-known screen 
players enact the adventures of 
the Middletons, who journey 
from their homes in Indiana, 


where Mr. Middleton is a hard- 








ROY B. BLANCHARD 


ware merchant, to witness the 
marvels of the world of tomor- 
row. Background of much of the 
action is the Westinghouse Build- 
ing at the New York World’s 
Fair. 

The film will be offered to 
motion picture theaters and will 
be scheduled in schools, colleges, 
and civic and community organi- 
zation meetings throughout the 
country. 


BAR SPONGE FISHING IN 
THE MEDITERRANEAN 


A report from the Department 
of Commerce regarding the Italian 
Waters reads as follows: “We 
have received a report from our 
Rome office which states that they 
have consulted with the compe- 
tent officials of the Bureau of 
Fisheries at the Italian Ministry 
of Agriculture in an attempt to 
procure the desired information. 
Our commercial attache was in- 
formed that since measures pro- 
hibiting the fishing for sponges 
in those waters were of a military 
nature, information could not be 
given. We assume from this that 
some measures have been taken 
which affect sponge fishing in 
Italian waters.” 

An inquiry to the Egyptian 
Government also brings forth this 
report, “The Egyptian Govern- 
ment is reported to have turned 
down all bids on the sponge fish- 
ing monopoly and closed the beds 
for one year.” 


DEALER ESTABLISHES 
BICYCLE DEPARTMENT 


C. R. Merry of the Glen Rock 
Hardware Co., 200 Roack Road, 
Glen Rock, New Jersey, plans to 
establish a bicycle department 
for selling and repairing bicycles. 
Mr. Merry would be pleased to 
have representatives of bicycle 
manufacturers cali on him and to 
receive catalogs on bicycles and 
repair department accessories. 
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Ralph J. Cordiner, president of 
Schick Dry Shaver, Inc., Stam- 
ford, Conn., has announced that 
the Dictograph Products Co., Inc., 
New York, manufacturer of the 
Packard-Lektro Shaver, has signed 
a consent to the entry of a final 
decree in the patent infringe- 
ment suit which the Schick com- 
panies have been prosecuting 
against the Dictograph Co., since 
Feb., 1936, and in which the 
Schick companies had secured an 
interlocutory decree and injunc- 
tion in the District Court. 

The Circuit Court of Appeals 
has set aside the decision of 
Judge Martin T. Manton to the 
effect that while the claims of the 
Schick patent relied on were 
valid, the Packard-Lektro Shaver 
did not infringe on these claims, 
The Circuit Court of Appeals has 
also directed that the appeal of 
the Dictograph Products Co. 
should be heard anew next Oc- 


tober. The Dictograph Co., how- | 





SCHICK DRY SHAVER CLAIMS AGAINST 
PACKARD-LEKTRO SHAVER HELD VALID | 


ever, has withdrawn its appeal 
altogether and entered into a 
stipulation by which it consents 





| damages in favor of the Schick 
companies in that suit. 

This means that the adjudica- 
tion of the United States District 
Court, to the effect that the 
claims of the principal Schick 
patent involved in the Dictograph 
suit are valid, and that the Pack- 
ard-Lektro Shaver infringes these 
claims, will now stand as the final 
judgment in the case. 

Mr. Cordiner points out that 
now that the Manton decision 
|has been set aside, the Schick 


| 
| 


has not been a single decision 


gations in any court. He stated 
that this company intended tak- 
ing no action against the dis- 
tributors and dealers of the Pack- 
ard product since the settlement 
is considered satisfactory to the 
Schick Co. 








MURRAY KOTCH LEAVES 
J. CHESLER & SONS 


Murray L. Kotch, sales man 
ager of J. Chesler & Sons Co., 
Brooklyn, N. Y., has resigned that 
position. He had been associat- 
ed with the company, manufac- 


turer of builders’ hardware spe- | 
I 


cialties since July, 1938. 

Mr. Kotch is well known 
throughout the Metropolitan New 
York area, having been associat- 
ed with the sales department of 
the Segal Lock & Hardware Co., 
New York City, for the past 15 
years and for 10 years he also 
sold the Norwalk Lock line 
owned by Segal. Prior to his 
connection with Segal, Mr. Kotch 
was for six and one-half years 
with the Stanley Rule and Level 
plant now Stanley Tools, Inc., in 


the production end, at New Bri- | 


tain, Conn. 





MURRAY L. KOTCH 


| glass to 


| of Houston, Tex. 


Mr. Kotch has made no an- 
nouncement of his future plans. 


_| He resides at 1809 Phelan Place, 


| Bronx, New York City. 





| EMPLOYEES FORM BIGELOW 
& DOWSE ASSOCIATES 


to the entry of final judgment for | 


against them in their patent liti- | 


The employees of Bigelow & 





companies can claim that there | 


| Dowse Co., Boston, Mass., it has | 


been announced, recently formed 
| an athletic and educational or- 
| ganization called Bigelow & Dowse 
| Associates. The purpose of the 
| organization will be to promote 
| employee athletic teams, conduct 
educational events, and hold var- 
|ious social functions during the 
}year. An employee basket ball 
team is now being organized 
| which will be entered in the city 
Industrial League. Bowling teams 
will also be developed later in 
| the year. 

Officers elected at the first 
| meeting of the Associates are: 
| Howard A. Clark, president; R. 
| F. Grant, vice-president; Lillian 
| Nickerson, treasurer; Joe G. Fee- 
han, assistant treasurer; and 
Dorothy Meffin, secretary. 


PITTSBURGH PLATE GLASS 
OPENS NEW WAREHOUSE 


A new warehouse for paint and | 


serve the lower Rio 
Grande Valley region was opened 


| Oct. 2 at Corpus Christi, Tex., by 
| the Pittsburgh Plate Glass Co., 
| Pittsburgh, Pa. 


It will be in 
charge of C. W. Herring, formerly 
Previously the 
Corpus Christi territory was 
served by the Houston warehouse. 


























































NOW _-NaTIONAL 


ADVERTISING 


...helps you SELL 
“Light Conditioning 
in the bulb, itself!” 





New Wabash Superlite Glows 
Gently, Evenly From Its Very 
Edges. Saves Eyes, Nerves. 


Ordinary Inside Frosted Bulb 
Has Harmful, Dazzling 
Glare Spot At Center! 


TIE-IN WITH THIS SENSATIONAL » « « . 
SUPERLITE ) 
DISPLAY DEAL! 


It’s the deal that created a sensation in 
the electric lamp business . . . a complete 
Light Conditioning Department for your 
store in less than 1! sq. ft. of floor space! 
Includes Free wire display stand; Free 
electric bulb tester; 6 extra Free 60-watt 
Superlites. Get full details from your job- 
ber. Or write Wabash Appliance Corp., 
335 Carroll St., Brooklyn, N. Y. 


Every Superlite Sale is a Full-Profit Sale with Fair Trade Protection! 
Copr. 1939, Wabash Appliance Corp. 


WABASH 
SUPERLITE 
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Running Water 


--Tthis one time 
Luxuryis now a 
Neosat: J 


MYERS 
for Greater 
Customer 


Satisfaction 





Yesterday a luxury—today a neces- 
sity. Not so long ago it was difficult to 
convince some suburban and country 
folks that running water would bring 
them more labor saving conveniences 
and more comforts and increase their 
farm profits far bayond most any other 
equipment they could purchase. But 
this picture has changed completely. 
Folks everywhere now demand running 
water. First in importance because it is 
first for health, comfort, convenience 
and profit. 






























ket perfectly. Highest quality, adequate 
capacity, economy, durability — the 
Myers Line stands for complete cus- 
tomer satisfaction as well as for profit- 
able dealer sale and installation. 


Our new 1940 Catalog is ready. If 
you have not already received your 
copy write for it now. 


THEF.E.MYERS & BRO.co. | 


ASHLAND, OHIO, U.S.A. | 
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Myers Water Systems meet this mar- | the — € Dimes 


| store, 


| partner in the hadware firm of 


| business, which was incorporated 


| Michigan Retail Hardware Asso- 
|ciation; mayor of Charlotte in 
| 1907, and also at one time 


| 
| 


RUSSEL S. SPENCER 
Russel S. Spencer, 74, promi- 
nent hardware man of Michigan, 
passed away Oct. 14. Mr. Spen- 








RUSSEL 8S. SPENCER 


|cer, who operated a hardware 
store in Charlotte, Mich., the 
R. S. Spencer Co., had been in 
| the hardware business 59 years. 
| He was a member of the Harp- 
| WARE Ace Fifty-Year Club. 

| Mr. Spencer began his hard- 
| ware career, June 22, 1880, with 
Hardware 
Ypsilanti, Mich. Eight 
years later, on moving to Jack- 
son, Mich., he found employment 
with the Barnard & Smith Hard- 
ware Store and in 1889 went to 
Charlotte to work as a sales clerk 
for the Barber & Merritt store. 
Four years later he became a 


Barber & Spencer and in 1904 
became sole proprietor of the 


in 1920 as the R. S. Spencer Co. 
He was a former member of 
the executive committee of the 


served two terms as alderman 
| and two terms as city treasurer. 


OBITUARIES 





he was 14 years old with the 
Adams Wire mills and later was 
employed in a retail store. He 
was employed by the Barrett 
company at the age of 17. For 
a short time after 1884 he was 
employed by another firm but re- 
turned to the Barrett company as 
manager in 1890, remaining until 
his death. 

Surviving Mr. Moore are two 
sons, Hinman R. and Edwin E. 
Moore, and two daughters. 





WALTER S. BROWN 


Walter S. Brown, 87, former 
president of the Brown-Camp 
Hardware Co., Des Moines, Iowa, 
and one of its founders, passed 
away Oct. 5. Death was due to 
a heart attack. Mr. Brown 
served as president of the com- 
pany from the time it was 
founded in 1901 until 1929. He 
continued as a director and re- 
mained a stockholder until his 
death. His widow, a son and 
two daughters survive. 





MAC D. ALDRICH 


Mac D. Aldrich, 75, salesman 

for the Thompson-Hoague Co., 
Concord, N. H., passed away 
Oct. 11 after an illness of several 
months. Mr. Aldrich, a member 
of the Harpware Ace Fifty- 
Year Club, had been in the re- 
tail hardware business 58 years 
and with the Thompson-Hoague 
Co. for 55 years. 
His first three years as a hard- 
wareman were spent in the store 
of James Moore & Sons which 
discontinued business in 1884. 
That year he joined the company 
with which he remained until 
his recent death. His widow, 
Mrs. Minnie Aldrich, survives. 








| His widow and a daughter sur- 


| vive. 


EDWIN M. MOORE 


Edwin M. Moore, 77, vice- | 
president of the Barrett Hard- 
ware Co., Joliet, Ill., passed | 
away Oct. 16. He had suffered a | 
heart attack. 

Mr. Moore had been associ- 
ated with the Barrett organiza- 
tion for 60 years and had been | 


| its vice-president 40 years. He 
| began his business career when 





MAC D. ALDRICH 
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HERMAN W. HUMMEL 


Herman W. Hummel, 61, vice- 
president of the Shadbolt-Boyd 
Co., hardware firm of Milwaukee, 
Wis., passed away recently. He 





had been associated with the 


company for 45 years and was | 


active in the business until 
stricken with illness in August. 


He leaves his widow and two | 


sons, 





Survey Reveals Greater Decrease 


In Retail Credit Sales in 1938 


Retail credit sales, particularly 


those made on the installment 
plan, showed a greater percentage 
decrease than cash sales in 1938 
according to the “Retail Credit 
Survey for 1938” an annual study 
prepared by the Bureau of 
Foreign and Domestic Commerce, 
Department of Commerce, which 
was released recently. 

Decline in cash sales during 
1938 amounted to 8.6 per cent as 
compared with the previous year, 
while the decrease in all retail 
credit sales during the year under 
review amounted to 16.5 per cent 
as compared with 1937. Install- 
ment sales which were about one- 
tenth of total retail sales, declined 
28.5 per cent, or from an esti- 
mated $4,627,000,000 during 1937 
to $3,309,000,000 in 1938. Charge 
account sales in 1938, totaled $7,- 
921,000,000, or 10.3 per cent less 
than similar sales in 1937. 

All credit sales amounted to 
33.7 per cent of the $39,930,000,- 
000 retail sales total in 1937, 
while in 1938 all credit sales 
amounted to 31.7 per cent of the 
reduced total retail sales of $35,- 
425,000,000. 

The estimated decaease of $4,- 
505,000,000 in total retail sales 
during 1938 as compared with 
1937 was shared about equally be- 
tween credit and cash transac- 
tions. Cash sales declined $2,- 
280,000,000 and credit sales 
slumped  $2,225,000,000. More 
than 50. per cent of the actual 
dollar reduction in credit volume 
resulted from the extreme decline 
in installment sales. 

Continuous payments on in- 
stallment accounts contributed 
largely to a net decrease of about 
one billion dollars in consumers’ 
retail obligations during the 1937- 
38 period of liquidation, and 
these payments were reflected in 
the decrease of other sales, both 
cash and credit, as the funds, 
therefore, were diverted from the 
current stream of purchasing 
power. 

Of the 14 retail trades covered 
in this survey, none reported a 
significant increase in charge ac- 
count bad-debt losses for 1938. 
It is estimated that the weighted 
average loss actually decreased 
in 1938 to 35 cents per hundred 
dollars of open credit sales from 
37 cents per hundred dollars in 
1937. 
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Copies of the 1938 “Retail 
Credit Survey,” further identified 
as Domestic Commerce Series No. 
109, are obtainable for 20 cents 
each from the Superintendent of 
Documents, Government Printing 
Office, Washington, D. C., or any 
of the district offices of the Bu- 
reau of Foreign and Domestic 
Commerce located in principal 
cities throughout the country. 


HANDBOOK DISCUSSES 
SHOOTING METHODS 


“Engineered Shooting,” a new 
idea in the art of shotgun marks- 
manship designed to help both 
beginner and expert alike, is a 
featured chapter of an illustrated, 
100-page book on the sport re- 
cently published by the Sporting 
Arms and Ammunition Manufac- 
turers Institute. The volume is 
entitled, “Handbook on Shot- 
gun Shooting.” 

In explaining the “engineered” 
technique, the book does a great 
deal to simplify the shooter’s 
problem. By means of angles 
and diagrams, it demonstrates 
precisely what occurs in the 
flight of a moving target and 
explains in simple terms the 
action a gun must take for each 
kind of shot. 

The technique of shooting it- 
self, as distinguished from the 
engineering analysis of the prob- 
lem, is given thorough treatment. 

There is, too, helpful informa- 
tion on guns, targets and other 
physical equipment. A _ special 
chapter deals specifically with 
clay target shooting, with a com- 
plete description of trap-shoot- 
ing, ‘skeet, single- and multiple- 
trap gun games. Here, too, 
diagrams are used with telling 
effect to illustrate the many kinds 
of shooting lay-outs afd the 
methods of shooting these- com- 
petitive sports. Another “chapter 
deals with game shooting «and 
contains much informative mate- 
rial-on the specific problems met 
with in that sport. 

The handbook will be distri- 
buted without charge by mem- 
ber companies of .the Institute 
or can be secured by sending 15 
cents (to cover cost of handling 
and mailing) to the Sporting 
Arms and Ammunition Manu- 
facturers’ Institute, 103 Park 


| Avenue, New York City. 
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Sell one of these 

Automatic 
ACCESSORIES 

to Every User of 
Oil Burning 
Circulators . . 


With these new A-P “Packaged” 
Control Units, you can make 
every A-P Controlled Circulator 
on your Sales Floor as COM- 
PLETELY AUTOMATIC as the 





most g 
plant... think what that means 
to faster selling! And you can 
add the same convenience to 
Heaters ALREADY IN USE. 


THERMOSTATIC Heat Control 






with the 


ELECTRIC 


AUTO-HEAT TOP UNIT.. 


A “Packaged” Unit, easily added to 
any Heater using A-P Controls. In- 
cludes Wall Thermostat, Electric Auto- 
Heat Top, Transformer, wiring and full 
instructions. Easy to install. Assures 
comfortable, healthful, steady heat, 
controlled by merely setting the Ther- 
mostat. 


AVOID Fuel Tank Refilling 





with the 


() OILIFTER 


CONTROL... 


Saves work, fuss and bother of con- 
stant Tank Refilling — eliminates en- 
tirely the need for fuel tank on Heater. 
Mounted in place of any regular Man- 
ual Control and connected through 
slender tube to remote bulk storage 
tank, the OILIFTER draws fuel up to 
the Heater and meters it accurately to 
the burner for any desired heat. 


THERMOSTATIC Heat Control .. . Plus 
Freedom From Fuel Handling .. . 





how to make more Profit on Oil Burn- > 
ing Circulators. 


Get your FREE COPY of the new 1939 
“A-P Album of Space Heater Selling.” 


@)OILIFTER ELECTRIC 


AUTO-HEAT TOP UNIT.. 


A new A-P Development. Adds Ther- 
mostatic Temperature Control to the 
OILIFTER— Automatic Heat Regulation, 
plus Freedom from Fuel Handling. 

plete “Packaged” Unit. Electric 
Auto-Heat Top fits easily on top of 
OILIFTER. Then just connect through 
transformer to Thermostat. 


. 








* 


These Profitable Accessories are available 


to you direct from us, or from your Jobber or 


Manufacturer. 


Each is a “Packaged” Unit, 


complete with all parts and simple instructions 
for easy installation. 


AUTOMATIC PRODUCTS COMPANY 


24 NORTH 
MILWAUKEE 


THIRTY — SECOND 


STREET 


WISCONSIN 


@ Monufecturers of Oil Controls for all Oil Burning Appliances 
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ITEM ON TOTAL OPERATING EXPENSES 


750,000 service businesses. In ad- 


OMITTED IN 1940 BUSINESS CENSUS dition, certain small manufactur- 


(Washington Bureau 

of HARDWARE AGE) 
Retailers who were asked in 
the 1935 distribution census to 
give figures on total ope-ating ex- 


penses will be relieved of that | 


requirement in the 1940 census 


of business under plans which | 


have been approved by the Secre- 
tary of Commerce. Retail groups 
were vigorously opposed to inclu- 
sion of the item, government offi- 
cials were divided on the value of 
the question, and some took the 
view that, unless a breakdown of 
operating expenses was requested, 
the information would be of 
slight value. The net result was 
that the controversial item was 
eliminated, culminating a _ sue- 
cessful series of conferences be- 
tween retail representatives and 
census bureau and central sta- 
tistical board officials. 

Under item five in the 1935 re- 
tail schedule, information on 
operating expenses, not including 
cost of merchandise, was re- 
quested. This was divided into 
sections which sought informa- 
tion on the total payroll for the 
year 1935, and the total of all 
other operating expenses, includ- 
ing rent, interest, traveling ex- 
penses, advertising, and overhead. 


' ing industries whose volume of 
ware-farm implement dealer; or pysiness is below the $5,000 mini- 
(3) hardware - furniture store. | mum covered by the Census of 
Among the product groupings on Manufactures will be included in 
which sales figures will be re- | ait re 
quested include: the Se:vice Census. 

] Wholesale trade activities will 


Building materials, roofing; | “arp hedul 
hardware, tools, paint, glass, and be covered . a ee 
The main wholesale schedule 


| wallpapez; hay, grain feed, fertil- y 

| izers, farm and garden supplies; |covers service wholesalers, 
seeds, bulbs, and nursery stock; |!imited-function wholesalers, 
farm implements, machinery, and | manufacturers’ sales branches 
equipment; stoves, ranges (in- | and commission merchants. 
cluding electric and gas), burn- | 
ers, and stokers; heating and | 
plumbing equipment and _sup- 
plies; lighting, electrical supplies 
(except household appliances) ; 
household appliances (electric 
and gas); furniture, floor cover- 
ings, draperies, shades, etc.; 
other home furnishings (china, 
glassware, kitchenware, etc.) , and 
other sales. 

The business census will start 
on Jan. 2, 1940. Enumerators will 
visit approximately 1,700,000 re- 
tailers, 180,000 wholesalers, and 


NEW FIRM DISTRIBUTES 
STEEL PRODUCTS 


National Steel Products Co., 
Houston, Tex., has been or- 
ganized to distribute steel sheets, 
roofing and siding, merchant wire 
products, tin plates, structural 
steel, etc. 
manager of the company which is 
a subsidiary of the National Steel 
Co. of Pittsburgh, Pa. 





Acme Steel Company Gives Service 
Awards to 40 Per Cent of Employees 


and associated with it for 35 
years, presided at the service 


Service awards were present- 
ed to 952 employees of the Acme | 


Nate Fitch is general | 








Other blank spaces sought infor-| Steel 
mation on totals paid to part-time | ducers of strip steel, at recent 
employees, and total rent for | meetings held at the company’s 


Company, Chicago, pro- | 


1935. | Archer Ave. and Riverdale plants. | 


In the retail schedule approved | Of the 2,300 employees of the 


for the 1940 census of distribu- | firm, 952 or 40 per cent have | 
tion, covering information for yond, been with the company for 10 | 


calendar year, 1939, sections on years or more. 


There are 274 | 


total payroll, including amounts | with 15 years of service; 49 with | 
paid to part-time employees, have | 20 years and 20 with 25 years or 
been retained but questions per- | more. 

R. H. Norton, president of the | 
company for the last 16 years 


taining to other operating ex- | 
penses have been stricken from | 
the schedule. 

The other change approved is 
a minor one and relates to ques- 
tions on sales by commodities. 
The modification adopted, cover- 
ing a rearrangement on specific 
items by commodity groupings, is 
expected to provide more ac- 
curate returns and make for im- 
proved analyses. 

Two schedules will be used for | 
retail trade. The main schedule 
covers independent retail stores | 
with sales of more than $20,000 | 
annually, and all chain stores re- | 
gardless of size. A “short form” 
will be used to cover independent 
retail stores with sales up to $20,- | 
000 yearly. Both include inquiries | 
on sales by commodities. 

The _main retail schedule, | 
places hardware retailers in the | 
“Lumber, Building Materials, 
Hardware Group,” identified as 
item 26. Hardware retailers will 
be asked to identify themselves | 
under one of these classifications: | 





| 


award meetings and likened the 
organization to the human body, 
every part of which is dependent 
upon all other parts for its suc- 
cessful functioning. F. C. Gif- 
ford, vice-president in charge of 
sales for 22 years, stated that 
four out of the five sales division 
managers in charge of strip steel, 
cooperage hoop, steel strapping, 
car bracing materials and steel 
specialties, had service records 
of 20 years or more. 





R. H. Norton, president, Acme Steel Company, presents W. C. 


(1) hardware store; (2) hard-| Fork, hot rolling mills superintendent, with a 30-year emblem. 
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H. N. BROWN HEADS TRADE 
SALES FOR VITA-VAR 


H. N. Brown has become asso- 
ciated with the Vita-Var Corp., 
| Newark, N. J., paint manufac- 
| turer, to have charge of its trade 





H. N. BROWN 


sales and merchandising division. 
He was formerly merchandising 
manager of the Hall Hardware 
Co., Minneapolis, Minn., in 


| charge of buying, selling, and 


advertising. 

Mr. Brown had been associ- 
ated with the Hall organization 
for 10 years and has had wide 
experience in the retailing, whole- 
saling, and manufacturing of 
hardware. His successful mer- 
chandising methods have made 
him well known to the hardware 
industry. 








SIMPLIFIED PRACTICE 
PAINTS, VARNISHES 


At the instance of its Stand- 
ing Committee, the paint and 
varnish industry has just ap- 
proved a revision of Simplified 
Practice Recommendation R144- 
37 to include half-gallon cans, ac- 
cording to the Division of Simpli- 
fied Practice of the National 
Bureau of Standards. The change 
will be effective from Nov. 1, 
1939. 

According to members of the 
industry, the inclusion of half- 
gallon cans offers a more con- 
venient size for the amateur and 
farmer who do their own paint- 
ing, and its inclusion as a regu- 
lar stock item will meet the in- 
creasing demand of consumers 
for this size. 

Since a new edition will not be 
issued until further changes are 
required, a mimeographed insert 
for correcting the text of R144-37 
has been sent to acceptors and 
others affected by this revision. 
Copies of the insert may be ob- 
tained from the Division of 
Simplified Practice, National 
Bureau of Standards, Washing- 
ton, D. C. 
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Four “‘Work-Safe”’ Features 
Sell This New Ladder 

















PLATFORM STEP— 
safer and less fatiguing, 
widens working range. 


PAIL HOLDER— 


Pail is convenient, and 
secure whether ladder is 
open or closed. 


NON-SKID TREAD— 


sure footing up and 
down. 


RUBBER LEG TIPS— 
make it “stay put.” 





This is a ladder that you 
can demonstrate and sell We protect our agents 
easily and quickly. Write in all patent litiga- 
for details. tions. 





THE RICH LADDER & MFG. COMPANY 
1018 Depot Street Cincinnati, Ohio 


Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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S E R V E the GROWING DEMAND 
for Air-Tired Wheelbarrow Wheels 


A novelty several years 


ago, rubber tired wheel- 
barrow wheels have cap- 
tured the approval of 














profit - minded business 
men as a distinct means 
for reducing materials handling 


costs. 


With business on the upgrade the 
demand for maximum production 
work tools is increasing. This is 
your opportunity. 





HEAVY DULY WHEELS 


with 4.00 x 8” Tire with 
Inner Tube, in 2 or 4 ply, 
with Plain or Roller bear- 
ings. 


A 24-PAGE CATALOG 


Write today for our latest catalog on 


small wheels for industry. In addi- 
tion to wheelbarrow wheels we offer 
a complete range of pne umatic and 
solid rubber wheels, 4%” to 20” diam- 


eter, for every small wheel re quire- 

ment. We invite your effort behind 
YARD & GARDEN these fast moving, highest quality 
BARROW WHEEL wheels. 





Your Inquiry Will Command a Prompt Reply 
FRENCH & HECHT, INC. 


Wheel Builders Since 1888 
601 EAST THIRD STREET, DAVENPORT, IOWA 


AIR-TIRED WHEELBARROW WHEELS 


Nu STORE 
ER Holiday Season Wit 


h 
ey Se 











“CASH-IN” with HELLER’S 5-POINT PLAN! 


FOR MORE CUSTOMERS, INCREASED SALES, LARGER PROFITS! 


TAKE ADVANTAGE OF HEJ.LER’S 5-POINT PLAN to make your store the most 
attractive in your iocality—1. —— of Requirements. 2. Planning Store Arrangements. 
4. i 





3. Preparing Picture of Propose 5. Merchandising. — 
you can have high-grade sales producing equipment planned in the famous ATTRA 
TIVE HELLER MANNER at surprisingly low prices and on a convenient time 4 
— To Climax 1939 with a banner Holiday Season—PREPARE NOW WITH 
LLER! 

WRITE FOR HELLER'S STREAMLINED 

EQUIPMENT CATALOG NO. 40A TODAY! 
Send as many details of store as possible and Heller will advise you by return mail 
FREE OF COST OR OBLIGATION. 


W. C. HELLER & CO. 


1139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 
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November 2, 1939 


Wire Screen Cloth—Only a 
limited volume of futures seems to 
have been placed, and only for late 
1939 shipment, as most makers have 
thus far withheld quoting prices for 
1940 delivery. Despite the advances 
to $1.80 basis for 12-mesh black, 
there is the possibility that prices 
may again be marked up before the 
1940 season. 

* x” oe 

Steel Plate Washers—Some 
makers of standard steel plate wash- 
ers have announced increases of 25 
cents per 100 lb. on all sizes and 
packages. 

* € * 

Chain Lines—New and higher 
prices on “pound” chain and on 
welded bright chains were issued on 
Oct. 21 by leading makers. A 5 
per cent mark-up applies to; proof 
coil chain, BBB coil chain, log chain, 
utility chain and heel chains. A 
slight upward revision in list prices 
has also been made on %4 inch and 
larger coil chain. Advances of ap- 
proximately 10 per cent were made 
on} welded coil chain, passing link 
chain, machine chain, truck chain 
and repair links. 


Screen Doors and Screens— 
Continental Screen Co., Detroit, 
Mich., has mailed to the trade Oct. 
23 its opening price sheets for the 
1940 season. April 1 dating terms, 
and the privilege of early pool car 
delivery at many selected distribu- 
tion points, will remain unchanged. 
Prices are advanced on competitive 
grade doors 85 cents to $1.00 per 
dozen, less 5 per cent. On the bet- 
ter doors, advances range as high as 
$3.00 to $3.50 per dozen. 

Extension window screens show 
moderate advances on the best sell- 
ers, with examples of wood frame 
screens as follows: 


Last Year New Prices 
No 933.. $2.60 $2.65 per dozen 
No. 1233... 2.6 .65 = 
No. 1533... 4.05 4.25 54 
No. 1833... 4.35 4.55 a 
No. 2433... 5.05 5.30 
No. 2437.. 5.55 5.85 


Metal frame screens are similarly 
increased, but there are some very 
sharp advances on K. D. screen 
frames. 

* * * 


Rivets— Tubular and _ split 
steel harness rivets have taken a 
sharp advance of about 40 per cent. 





ADVANCES 


Some screen doors, window screens, etc. 

Steel plate washers—Some chain lines. 

Tubular, split steel harness rivets. 

Some tool holders, chain vises, chain wrenches. 
Some butts, hinges—One line paper towels. 
Wooden beverage kegs—Some roofing, sheathing paper. 
Cotton “number” duck—Cotton twines—Sash cord. 
Some clothes lines—Seine, trot, staging lines. 
Some lawn sprinklers—Hose couplings. 

Pump leathers—Toilet seats. 

One line copper eaves trough, pipe, etc. 

Some garden hose—Rubber gas tubing. 
Underwriter’s linen hose—Coaster wagons. 

Dog goods—Some stoves. 

Some stove accessories—Some brooms. 


ADVANCES EXPECTED 


Wire screen cloth—Some water coolers. 
Mops—Pumps—Bathroom fixtures. 





76 


Grinders, Abrasive Wheels— 
A heavy rush demand is reported by 
manufacturers of grinders and abra- 
sive wheels, chiefly due to hurry-up 
orders from factory users, who have 
suddenly become very busy. 

a * * 

Tool Prices—Armstrong Bros. 
Tool Co., Chicago, has issued new 
price sheets, applying to its No. 39 
catalog, and effective Oct. 26. Mark- 
ups average 20 per cent on clamps, 
and about 10 per cent on tool hold- 
ers, lathe and milling machine dogs, 
ratchets and posts, chain vises, and 
chain wrenches. A new resale sched- 
ule on Armstrong carbon wrenches, 
and alloy and detachable socket 
wrenches, varies according to the 
size of the industrial order involved. 

* * * 

Band Saws—Revised prices 
were issued on Oct. 17 by Ohlen- 
Bishop Co., Columbus, Ohio, on 
standard sizes of “Chromsaw” cir- 
cular and band saws. 

* x a 

Builders’ Hardware—Follow- 
ing the recent mark-up on night 
latches and dead locks by leading 
makers, there has been no change 
as yet on padlocks and cabinet locks. 
Ordering has been heavy, under ex- 
pectation of other changes to come. 
Some makers are having difficulty 
making prompt deliveries. 

Butt and hinge prices have been 
advanced about 5 per cent. On 
screen spring hinges for the 1940 
season, new prices are not yet out. 
Weatherstrip sales are seasonally 


heavy, with demand strong for 
bronze stripping. 
* * “« 
Water Coolers—A leading 


maker of water coolers is accepting 
limited orders for early shipment at 
last season’s prices, with April 1, 
1940, dating, but states that later 


advances must be expected. 
* + 


Mops—Parker Mfg. Co., War- 
ren, Ohio, makers of Betty Bright 
mops, suggests coverage while for- 
mer prices are still in effect, and 
states that higher costs of cotton, 
steel, and wool presage advanced 


quotations. 
sm 


Glass Jars—Kerr Glass Mfg. 
Co., Sand Springs, Okla., on Oct. 12 
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withdrew ail old prices and terms 
for Kerr jars, jelly glasses. caps, 
clamps and lids. 

* oa * 

Paper Towels—Scott paper 
towels have advanced 10 cents per 
case, and wrapping paper lines are 
slow in delivery, and sharply higher. 

* * * 

Brooms, Mats, W oodenware— 
Jobbers report advances of varied 
extent have already been announced 
on corn brooms, and still more in- 
crease is expected due to the scarcity 
of broom corn, which is now selling 
at about 80 per cent higher than 
last season. Some makers of fiber 
brushes and push brooms have with- 
drawn quotations, and new business 
is quoted on a day to day basis, as 
fiber imports are seriously scarce 
and held at top prices. Bristle house- 
hold brushes have shown little 
change, but manufacturers expect 


higher quotations when their pres-* 


ent supplies of bristles need replace- 
ment. 
* * * 

Willow Baskets — Importa- 
tions of willow haskets from Poland 
are at an end and other European 
sources are slow and _ high-priced, 
with deliveries uncertain. 

* * a 


Kegs—Wooden beverage kegs 
have been raised 5 to 10 per cent, 
according to the size. 

* * * 


Roofing and Sheathing Paper 
—The new carload basis on 90 pound 
slated rolls is $1.65, and on 75 
pound slated, $1.53_per square. Com- 
petitively priced talc roofings, in car- 
loads, are at 73 cents per square for 
35 pound, 85 cents for 45 pound, and 
97 cents for 55 pound. Some sellers 
have withdrawn all prices on red 
rosin sheathing, blue “plaster-board,” 
tarred felts and slaters’ felt. Others 
are quoting sharply higher prices, 
subject to stock. Manufacturers’ or- 
der books are so full that they will 
not offer any definite delivery prom- 
ises. 

a * a 

Cotton Products—By the new 
firming of cotton prices, there is gen- 
eral confidence in the mark-ups 
which thus far have come through on 
cotton manufactures. Among those 
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most recently announced are: Cot- 
ton “number” duck up about 5 per 
cent, and single- and double-filled 
also stronger. Cotton twines, ad- 
vanced another one cent per pound. 
Sash cord, up one cent per pound, 
and sash cord type clothes lines 
raised $1.00 per gross. Limited or- 
ders for early 1940 shipments are 
being accepted on seine, trot and 
staging lines at the recent 2 cent 
mark-up. Several makers are offer- 
ing a second quality 10’s yarn seine 
twine at a reduction. 





PRICES WITHDRAWN 


One line glass jars, caps, clamps, 
etc, 

Some brush lines — Some plaster 
board, etc. 


DECLINES 


Some grades tin packer cans. 





Lawn and Garden Tools-- 
Lawn mower prices are still un- 
changed, though some makers are 
suggesting that a mark-up may be 
necessary on later fill-in orders. 
Lawn sprinklers, affected by higher 
brass costs, are showing some ad- 
vances, ranging up to 10 per cent. 
Wood hay and lawn rakes are being 
offered at last season’s prices by 
leading makers, but subject to lim- 
ited duration, with later advances 
probable. 

Most lines of grass shears, trim- 
mers, also horse and sheep shears 
have thus far been held at last sea- 
son’s price levels. 

* * * 

Pumps—Pump makers report 
considerably advanced costs, with 
higher prices due, but not yet an- 
nounced. 

* x” * 

Pump Leathers—Old _ prices 
have been withdrawn. New figures 
are estimated about 15 per cent 
higher. 

*% * * 

Plumbing Lines — Several 
makers have advanced prices on toi- 
let seats, about 10 per cent, due to 
increased costs of brass hinges and 
lumber. Bibb and faucet sales are 
heavier than usual at this season, de- 
spite recent price increases. Bath- 








room fittings are due for some mark- 
up, probably before Jan. 1, but are 
still available at former prices. 
Plumbing enamelware makers are 
two to three months behind on or- 
ders, and here, too, higher prices 
seem likely later on. Industry statis- 
tics, through August, show large 
1939 sales gains on plumbing brass- 
ware—bath, shower and lavatory fit- 
tings and sink and laundry fittings. 
Pieces sold for eight months this 
year were 14,126,060 in number— 
last year 10,938,700 pieces. 
* * * 

Other Metal Lines—Milcor 
Steel Co., Milwaukee, Wis., put out 
new quotations Oct. 9 on copper 
eaves trough, pipe, gutter, mitres, 
elbows and accessories. The new 
discount to the retailers, from un- 
changed lists, is 32 per cent, com- 
pared with a former 34 per cent 
schedule. Elbows, mitres and smaller 
fittings show no present changes. 

* * # 

Garden Hose, etc. — Hose 
prices are about 5 per cent higher 
on all styles, except the most com- 
petitively priced all-rubber items, on 
which no advance has as yet been 
established. Most makers of both 
garden hose accessories and fire and 
mill hose couplings, etc., involving 
brass, have withdrawn prices and are 
quoting higher figures. Early in Oc- 
tober, rubber gas tubing was marked 
up about 5 per cent. It is also 
learned that underwriters’ linen 
hose, quoted on application, has ad- 


vanced. * * *& 


Tin Cans—The* American Can 
Co., has announced reductions in 
quotations on some grades of packer 
cans on 1940 business. The reduc- 
tions, which amount to 41 cents per 
1000 for No. 2 cans, are effective 
under a new price basing system 
which the company will use next 
year and in 1941. Under the re- 
vised system the company will set its 
own tin plate price rather than use 
the price quoted by producers. Thus 
it will act as a tin plate purchasing 
agent for its customers. If at the 
end of the year the average cost of 
tin plate to the company has been 
more than 10 cents per base box be- 
low the set price, the amount of the 


(Concluded on page 79) 





77 











SALES OF 2,050 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 
September, 1939 





States by regions 





New England ......... 
Connecticut ........ 
Se ar eee 


Massachusetts ..... 


New Hampshire ............ 
PR errr 


Vermont ......+.. 


Middle Atlantic .... 
New Jersey ...... 
are 
Pennsylvania ...... 


East “North Central. 
“REE? 
Indiana ..... 
Michigan 
i 


Wisconsin 


West North Central 
a are 
ee rere é 
Minnesota ...... 
Missouri ....... 
Nebraska .... 
North Dakota . 
South Dakota 


South Atlantic 


err ree 
District of Columbia. . 


| NE 


re 
Maryland ........ 
North Carolina .. 
South Carolina . 
Virginia ..... 
West Virginia . 


East South Central. . 
Alabama ........ 
Kentucky ........ 
Mississippi 
Tennessee 


West South Central 


NEE, wed animus 


Louisiana 
Oklahoma 
Texas 


Mountain . 
Arizona .. 
Colorado . 
Idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 


Pacific , 
California .. 
Oregon 
Washington 

TOTAL 

City of Chicago 

City of Los Angeles 

City of Portland 

City of St. Louis 

City of San Francisco 

City of Seattle .. 


Dollar Sales Reported 








Number Percentage Change 
of Firms Sept. 1939, from 
Reporting Sept. 1938 August, September, September, August, 
1939 1939 1938 1939 
75 + 34 + 61 665,011 642,979 626,636 
7 — 4,1 —10.0 41,358 43,109 45,942 
8 + 34 —13.0 41,129 39,760 47,265 
54 + 04 + 8.6 416,573 415,083 383,722 
* 
° + = oni cae 
* eoheeaw Friis. \- Saaeearee. er Sw 6~lU OL Rae 
241 + 47 1,196,697 1,095,883 1,143,095 
Saka 10 — $7 63,495 55,009 60,058 
34 + 45 152,399 139,460 145,840 
197 + 4.7 980,803 901,414 937,197 
514 + 9.4 2,571,138 2,360,288 2,350,170 
133 +10.9 650,543 587,821 586,795 
70; +10.6 364,416 322,760 329,467 
34 + 49 149,175 143,019 142,157 
154 + 72 794,308 729,611 741,239 
123 +113 612,696 577,077 550,512 
359 + 9.6 1,062,452 949,902 969,247 
88 - 59 317,599 273,343 300,038 
83 + 29 181,623 174,023 174,760 
31 +15.6 171,858 162,091 148,654 
84 + 95 246,154 219,011 224,803 
57 +204 109,992 89,008 91,367 
1] “rane 27,348 23,397 22,296 
* 
96 + 3.4 540,161 511,165 522,252 
oe 
30 + 1.6 + 85 150,576 148,174 138,804 
26 +115 + 43 109,551 98,272 104,996 
* 
5 +19.9 + &3 58,676 48,937 55,713 
13 +10.2 + Sz 110,521 100,285 106,543 
10 — 5.7 — 8.1 72,389 76,765 78,808 
9 + 2.0 + 84 27,496 26,970 25,361 
51 + 9.4 + 4.1 299,438 273,613 287,694 
26 +11.6 + 9.0 132,210 118,422 121,291 
11 — 08 + 1.1 50,477 50,875 49,921 
11 28 + 03 110,811 98,247 110,510 
144 + 58 961,616 859,344 908,975 
22 + 4.7 106,407 94,799 101,642 
5 +21.0 25,914 26.506 21,410 
46 + 45 412.241 359.870 394,603 
7] + 6.6 417,054 378,169 391,320 
122 + 49 845,918 777,425 806.283 
18 +14.7 250.848 219.787 218.794 
36 +19.5 167,333 155.367 140.057 
22 ~ 27 104.907 104.797 102,188 
25 — $3 180,618 170,986 187,668 
” 
. 2 ee esc tah aaee 
: 208 mas 
448 + 7.1 + 24 2,432,648 2.270.945 2.375.213 
349 + 55 — 08 1,711.588 1,621.699 1,726.194 
44 + 88 + 38 246.846 226.962 237.726 
55 +12.3 +15.3 474.214 422.394 411.293 
2,050 + 86 + 5.9 10,575,079 9,741,564 9,989,565 
18 + 4.2 + 2.7 54.032 51.859 52.627 
45 +19.7 — 13 236.163 197.371 239.367 
16 + 08 —11.1 37.239 36.942 41.876 
20 + 7.7 + 12 38.236 35.517 37.792 
39 +16.9 — 23 121.798 104.141 124.709 
14 + 68 +22.7 238,710 223,429 194,528 





* Note while stores from these states are included in grand total, figures for these states are not shown on this chart because 
of insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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HARDWARE AGE 




















-How’s the Hardware 


Business? 
(Continued from page 77) 


difference exceeding 10 cents will be 
rebated to customers. In this man- 
ner, it was explained, both the com- 
pany and customers will be cushioned 
against price changes. 

* & # 

Sports Equipment—Manufac- 
turers’ and jobbers’ supplies of toys 
and games for holiday orders are 
selling out rapidly, and some makers 
are already out of the market on cer- 
tain numbers. Deliveries on the re- 
mainder are slow. During the open 
weather, a good fall sales volume 
has been continuing on roller skates, 
particularly on “dollar” skate avail- 
able in most markets. Future orders 
for sleds and ice skates are larger 
than a year ago. 

* & * 

Coaster Wagons—Prices on 
wagons were advanced again on Oct. 
12 by some makers, approximately 
30 cents per dozen on dollar retail 
wagons, 60 cents per dozen on $1.50 
retailers, and $1.20 per dozen on 
wagons listed at $2.00 and higher. 
Most makers of wheel toys are be- 
hind in filling orders, and here, too, 
later shortages are quite possible. 

Among other lines reported as sell- 
ing better than a year ago are dog 
harness and supplies, and, of course, 
footballs. Dog goods have advanced 
an average of about 10 per cent. It 
is still early for the heaviest sales on 
basket balls and boxing gloves, but 
orders are showing some increases. 

* * * 

Stoves and Ranges—After 
quiet early ordering, the rush of de- 
mand late in the summer was very 
heavy on ranges, cook stoves and 
heaters. The recent rapid rises in 
scrap have sharply raised the costs of 
cast iron stoves and accessories, and 
many makers have now withdrawn 
prices, forecasting advances of 5 to 
10 per cent. 

* * * 

Steel Prices — When early 
1940 price announcements are made. 
probably soon, moderation is ex- 
pected, though steel leaders cite 
higher costs on all important raw 
materials used in steel manufacture. 
Scrap steel prices, after a brief “re- 
lapse,” are still up $5 to $6 a ton. 
and other advances amount to 25 per 
cent on ferromanganese, 17 per cent 
on tin, 35 per cent’on zinc, 18 per 
cent on fuel oil, and 10 per cent on 
coal. Scrap prices are tending to 
move upward again. The Iron Age 
expects the advance in steel prices 
for early 1940 delivery will probably 
amount to $2 or $3 a ton. 
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STAR features do help 
sell more hack saw blades 


The famous STAR Blade has always been a fast seller but added features have 
made them even better sellers. Improved marking and packing have been 
quickly reflected in increased user-demand. 

The sturdy metal hinged-lid boxes—distinctive to STAR hand blades—make a 
fine display in their lithographed colors. They: protect the blades, stack better 
on shelves and are easily kept clean and attractive. The blades are more 
readily handled and the plainly printed instructions for proper selection and 
use are an added convenience. 

Customers who never before bought by-the-box buy that way now because they 
like the boxes as well as the blades—even for odds and ends after the blades 
are used. 


Now... STAR Hack Saw Frames, Too 


Clemson Bros. now offers a line of STAR Hack Saw Frames especially adaptable for use 
with STAR Blades. There are four types of Frames—all well-designed, strong, properly 
balanced and beautifully finished. Here's another STAR product to sell with STAR Blades. 


To make the most of Clemson pioneering carry the complete STAR line—the STAR Blades 
in the metal boxes and the STAR Frames to fit the blades. 


CLEMSON BROS., INC., MIDDLETOWN, N. Y. 


Ail Ye 





STAR HACK SAW BLADES 


@® sss 
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FOR RETAIL 
HARDWARE 
»tG@Gs &@s 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims—New Packages—New Colors—Catalogs 


Window Background 


This Santa Claus display, 33 by 48 
in., is available .with!an assortment of 
flashlights and batterjes. Fireplace in 





display can be illuminated by installing 
an ordinary 110-volt lamp—tred for best 
results. Light reflecting between fire 
logs gives a natural appearance. A small 
Christmas tree standing on mantel may 
be easily decorated with lights. Burgess 
Battery Co., Freeport, Ill. 


Six Art Sets 

Six new art sets are offered primarily 
for the Christmas gift market. Each 
set is packaged in a sturdy cardboard 





box with covers smartly designed and 
lithographed in several brilliant colors. 
Five of the sets are water color outfits, 
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the sixth being a set of Devoe Tempera 
Colors. Prices range from $1.00 to 
$3.00. Three of the sets are known as 
Devoe “Career Sets”, intended to stimu- 
late talented young people of high 
school age and older. These retail for 
$3.00, and touch on fashions, interior 
decorating, and commercial art. The 
other three called “Educational-Fun” 
sets cover costumes, flags and flowers of 
eight European countries; natural re- 
sources of the United States, and color- 
ing and making individual greeting 
cards. They retail for $1.00 to $1.25. 
Devoe & Raynolds Co., Inc., 1 W. 47th 
St., New York City. 


*“Vokar’? Camera 


Proper exposure is said to be defin- 
itely assured by a new device, the 
“Variocoupled Control” which auto- 
matically sets the diaphragm in proper 
relation to shutter speed for varying 





light conditions. Triple Anistigmatic 
color-corrected lenses with graduated 
focusing from 344 feet to infinity. Com- 
pur type shutter with lever release and 
cable adapter. Case, leather finished 
Bakelite in pocket size, 1% by 3 by 
5% in. Slight pressure on button catch 
snaps camera into picture-taking posi- 
tion. Lens extension is conventional 
bellows type opening to three-inch focal 
length. Takes standard No. 120 roll 
film, provides 12 exposures of 2% by 
2% in. negative size. Electronic Prod- 
ucts Mfg. Corp., 208 W. Washington 
St., Ann Arbor, Mich. 


Appliance Xmas Display 

This “Universal” Christmas window 
display is in eight colors and is designed 
to be shown with a display of “Uni- 











versal” appliances. Display is furnished 
complete with 500 attractive Christmas 
booklets, for $2.50 with an order of 
“Universal” appliances through your 
wholesalers. Particulars on complete 
Fall and Christmas merchandising plan 
available. Landers, Frary & Clark, New 
Britain, Conn. 


Corkscrew-Bottle Opener 


This combination corkscrew and bot- 
tle opener lifts caps and pulls corks. 
Furnished in attractive colors. Display 


r 






S| 


cards available. Suggested retail selling 
price, 10 cents. Danbury-Knudsen, Inc., 
30 Rockefeller Plaza, New York City. 
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Proclaimed far and 
wide as the smartest of 


all popular-priced 
scales. But that’s not 
all . . . it is equipped 


with the exclusive Zero- 
stat Control which as- 
sures accuracy and 
smooth unfailing per- 
formance for many 
extra years of service. 


This Counselor, with or 
without dial light, is 
a perfect Christmas gift 
item. Order from your 
jobber now to assure 
desired delivery. 


The Brearley Co., Rock- 

ford, I1l., and 1125 

Broadway, New York. Eckert-Lloyd Corp., San 
Francisco and Los Angeles, Cal. 


COUNSELOR Scales 


@ Streamlined 
@ Black Satin Finish 
@ Striped in Bright Red 
@ Red Knob 











No. 9574 





Outstanding features of the new Arcade Nutcracker; Automatic 
(Self-Opening, Self-Closing) . . . Cracks the shell with no damage 
to whole meats ... Cracks nuts faster... Easily operated... 
Compact... Smart styling and finish ... Big value at $1.00 retail. 
Excellent Christmas item. Order from your jobber. 


ARCDDE 


1201 Shawnee St. 
MUTT millage | REEPORT. ILLINOIS 
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The Lock that Locks 


The Famous 


DOUBLE LOCKING 


Chicago Padlock 
dealers everywhere. 
lock body. 


impossible. . 


Break-proof. Stick-proof. 


THE SHACKLE 


is revolutionizing sales for 


Chicago Padlocks with their 
exclusive, patented 11-Criss 
Cross Tumbler mechanism 
lock each side of plug into 
Insure _ thief- 
proof protection otherwise 
. Manually op- 
He erated. Freeze - proof 



















All Chicago Padlocks Lock 
BOTH SIDES OF SHACKLE 
“DOUBLE the Security— 
Model No. 741 HALF the Cost” 
Actual Size 




















Boost 


YOUR Sales and Profits 
with the Fast Selling Chicago Line 














Meet—BEAT—low price com- 
Ask Your Jobber | petition on a Quality Basis | 2 Milled 
about Chicago's with this popularly priced, Keys wiih 
9° Quality Line and still enjoy ALL 
NEW Way To good fuil profit. Asx your Chic 
SELL PADLOCKS jobber—or—write us about the Padloc 
Fast Selling Chicago Line. 


























CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 1-B, 


CHICAGO, ILL. 

















3-02. handy can, 


bottle, 1 os. can, 15¢ 


Your Hunters Need 
for Gun Protection 


HOPPE’S No. 9 
HOPPE’S Patches and Oil 


R IGHT along with your sales of ammunition—every 
gun sale—sell each customer Hoppe’s No. 9 Solvent 
for barrel cleaning—America’s favorite for more than 
35 years .. . Hoppe’s Cleaning Patches to apply No. 9— 
ready-cut to correct size for all firearms. . . Hoppe’s 
Oil to keep gun actions operating freely and prevent 
wear. Sell, too, Hoppe’s Gun Grease for heavy swab- 
bing when guns are put in storage. Order from your 
jobber NOW. Gun Cleaning booklets FREE—with 
your imprint. 

* FRANK A. HOPPE, Inc. 

27314-A N. 8th St., Philadelphia, Pa. 


, 7 sizes, 
25¢ per carton, 
retail 


Regular 2-02. 


35¢ retail 
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Scythe Stone Assortment 


A new scythe stone assortment and 
a new display package is offered for 
the Carborundum Brand 57 File. 


FAST CUTTING:-- TIME SAVING 


Known as the No. 722. Each of the 
stones in the assurtment is_ plainly 
priced and is set upright in the display. 


Table Lighter and Kit 


The “Windproof” lighter kit offers 
a complete lighter assembly in an at- 
tractive gift merchandising package; a 
standard chrome-finished lighter for 
pipe as well as cigar and cigarette; a 
can of lighter fluid, and 10 flints. If 
supplied with three-initial monogram 
inlaid in color on two-tone chrome, the 
kit retails for $3.50 complete; without 
monogram it retails for $2.50. The new 
table or desk model light, finished in 











The display is furnished free and is 
styled in a tan against a rich dark 
background with easily read black type. 
The No. 722 assortment, including the 
display, consists of six each of five 
sizes of Carborundum and Aloxite 
Brand scythe stones and three of the 
Carborundum Brand 57 files. These 
files are now put in a two-color display 
package containing four files. The 
Carborundum Co., Niagara Falls, N. Y. 





“Toastmaster” Waffle Iron 


The redesigned “Toastmaster” waffle 
iron has handle of Bakelite. Base, of 
the same material, carries out the over- 
all design motif. Housing is steel, heav- 





ily chrome plated. Indicator signals 
when waffle is done by extinguishing 
light. Illumination is provided by a 
thermostatically controlled switch which 
allows the element glow to be visible 
through the transparent polystyrene col- 
lar; upon reaching a certain heat stage 
the electricity is automatically cut off. 
Absence of glow informs operator waffle 
is baked. McGraw Electric Co., Elgin, 
Ill. 


buffed chrome, is said to light anywhere. 
indoors or out, in wind or calm. Car- 
ries a lifetime guarantee and is offered 
with a two months’ fuel supply. Lighter 
is 4% in. tall. Lighter assembly, with 
its convenient réfueling assembly and 
permanent wick and flint arrangement, 
may be lifted out of case. Back of case 
is leaded to prevent tipping. Suggested 
retail selling price, $10 without mono- 
gram; $11 with monogram or signature 
reproduction. Zippo Mfg. Co., Brad- 
ford, Pa. 








Bond Floor Merchandiser 


This floor merchandising display, a 
complete flashlight and battery depart- 
ment, requires less than two square feet 


Super Service 


FLASHETGHTS 


BUN fastucHrs 


ah 5 lo 
Plasti, Balite 


59 BATTERIES 





of floor space. It is offered for the 
Christmas season and as a Fall selling- 
season display as well. Santa Claus dis- 
play card is in four colors and is quickly 
reversible to provide an’ equally strik- 
ing four-color display for use in other 
selling seasons. Merchandiser is 53 in. 
high and displays an assortment of 14 
popular Bond flashlights and 48 Bond 
plastic top safety seal batteries. There 
is also space for displaying an assort- 
ment of flashlight bulbs. Each merchan- 
diser has a bulb and battery tester. 
Offered with purchase of a selection of 
24 flashlights; 14 in streamlined de- 
signs; 10 in standard styles and 96 bat- 
teries, in floor merchandiser assortment 
No. 6056. Bond Electric Corp., Division 
of Western Cartridge Co., New Haven, 
Conn. 


Straight Back Hand Saw 


No. 2000—of genuine silver steel with 
uniform tapering to assure increased 
edge holding quality; also permits 
lighter but stiff blade. Taper ground for 
clearance. Attractively polished. Hass 
new pattern apple handle with “Perfec- 
tion” hang. Grip is closer to blade 
and gravity center of saw. Protruding 
parts said not to break or rub hands. 
Two nickel screws and one medallion 
hold handle on blade. Made in ship 
pattern only. Packed four in box with 
price tags attached. Length, 26 in.; 
points, cutoff, 8, 9, 10, 12; points, rip, 
5%-6; width at point 1% in.; width at 
butt, 534 in. E. C. Atkins and Co., Indi- 
anapolis, Ind. 
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Send for free catalog 





SELL 
SAVOUL 


Oil Cook Stoves and Heaters 


A BIGGER, MORE PROFITABLE 
LINE... FOR YOU! 


UNITED STOVE CO. 





Ypsilanti, Michigan 








—the Chore Girl 


national advertis- 









ing does a heavy 





job in the rural and 
















small-town market. 


@ This fall, attractive sure-to-be-seen Chore Girl advertisements 
in many great rural and small-town magazines tell 5 out of every 
7 families about the convenience and economy of the Chore Girl. 

Tie in with their advertising by displaying the Chore Girl in 
the four color, eye catching counter display. Experience proves 
that a Chore Girl displayed is a Chore Girl sold! 

Remember—the Chore Girl is sold through legitimate trade 
channels—never through canvassers, church bazaars or known 
price cutters. 

Order a stock now from your.jobber. 


10° 


Everywhere 





The Metal Textile Corp. 











The BIG PROFIT Side 
of Sandpaper Sales 





ad 


JEWEL 
Heavy Duty Sanding Discs 


The big-profit end of abrasive selling is selling 
sanding discs. And here’s a Sanding Disc designed 
and packaged to make the most of it! 

An eye-catching, sales-compelling carton, con- 
venient, easily handled, easily identified, helps you 
sell... An improved product — sharper-cutting grits 
on a newly developed backing that’s tougher and 
more durable — creates customer satisfaction and 
profitable repeat business. 

Stock up on these profitable abrasive items today! 
Abrasive Products, Inc., South Braintree, Mass. 


ABRASIVE &# PRODUCTS 


SOUTH BRAINTREE oa M 
JEWEL FLINT « 


ral 
JEWELOX + JEWEL EMERY « JEWEL GARNET INC E NEW PROCESS 











Champion's 





No. 347 Wrought 
Window Cellar Bolt 


No. 335 Wrought 
Steel Safety Hasp 








Shelf Hardware 





The CHAMPION HARDWARE Co. 


GENEVA, OHIO 





No. 349 Wrought 
Barrel Bolt 


Write Today for New Folder 
on Complete Line 





No. 346 Wrought 
Steel Foot Bolt 
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Created by Utica 
for TOOL MILEAGE 





Thinner and stronger. Designed 
to get at places inaccessible 
with an ordinary wrench of this 
type. Full deep throat, straight 
all the way back to the frame. 
Gives greater bearing and bet- 
ter bite on either square or hex 


nuts. Does away with slipping — 


UTICA 


DROP FORGE «TOOL 
CORPORATION 
UTICA, N.Y. 











“Laco” Oil Heaters 


The 1940 line is built with a special 
inner heating unit directly over the 
burner unit. This inner unit has large- 
surface steel walls that become hot—air 
moves upward and around the hot unit 
through a special sloping flue—ab- 
sorbs a large load of heat—and thus 
delivers extra heat into the room. Cabi- 
net is of auto-body steel with black 





baked-on crackle finish. Made in five 
sizes. Laco Oil Burner Co., Griswold, 
Iowa. 





“NuTone” Time Chime 


Combination kitchen and door chime. 
Combines the Telechron self-starting 
clock with the NuTone short tube B 
de luxe model. Tubes are built right 
into clock case. Chime sounds double 
note for front door plus single note for 
rear door. Case comes in choice of 
ivory, white or red. Door chime oper- 
ates on the 9-10 volt bell ringing trans- 
former. Clock may be plugged in any 
110 volt AC outlet. Ivory rubber cord, 
10 feet long is provided. Clock mech- 
anism guaranteed for one year. Packed 
in year-round gift package. Display 











deal contains one ivory, one white, one 
red, for stock plus ivory model mounted 
on display panel. Cost of display board 
itself is 50 cents net and is completely 
equipped with cord, plug, transformer, 
ready for instant demonstration. Nu- 
Tone Chimes, Inc., Third and Eggleston 
Ave., Cincinnati, Ohio. 


Stainless Steel Sponge 


Designed specially for use in scouring 
stainless steel cooking vessels and other 
stainless steel household equipment. 
Sponge will not rust or corrode and 
will not scratch when used as recom- 
mended for stainless steel equipment. 





Suggested retail selling price, 25 cents. 
Metal Sponge Sales Corp., 2726 N. 
Mascher St., Philadelphia, Pa. 








Gridiron Carrying Cases 
“Airplane - luggage-type” carrying 
cases have been designed for Androck 
Gridiron. Light in weight and rugged, 
these cases are a new style note in the 
merchandising of picnic and camping 
accessories. As a special inducement to 
build up the specially packed gridiron 


as Christmas gifts, a colorful tag is 
being included. The tag. pictures 
Santa’s head and inchuides the state- 
ment, “Merry Christmas and Many 
Happy Hours at the Fireside From 
— to ”, During 1940 all orders 
for Nos. 75, 90, and 110 gridirons will 
be packed in these cases. Michigan 
Wire Goods Co., Niles, Mich. 
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Automatic Coffee Maker 


When water rises to the upper bowl, 
current is turned off automatically. 
When the brewed coffee has returned to 
the lower bowl, the “Anyheet” control 
keeps the brewed coffee at drinking 
temperature. This new coffee maker 
retails for $7.95. In addition to the 
Delray automatic model, shown, there 
is a Lido, a Catalinea, and a Pinehurst 
completely automatic Silex glass coffee 


(MADE CASCO"” 














ne 
ed 
rd with special deal on “Black Beauty” 
ly frying pans. Edward Katzinger Co., 
r, 1949 N. Cicero Ave., Chicago, Ill. 
u- 
” Allen Key Island 
This all-metal container holds 14 
keys plainly marked for easy selection. 
Keys fit 38 of the popular sizes of set 
screws, cap screws, shoulder screws and 
g pipe plugs. Container has been designed 
oT to take up a minimum of space and is 
t. attractive and colorful. Each set is 
d packed complete in a durable container 





maker. Also available is an automatic 
attachment which converts any recent 
model Silex into an entirely automatic 
unit. This attachment lists for $2.95. 
The Silex Co., Hartford, Conn. 


pLEXIBLE 
cEMENT 


New kind of cement 
wins home, school, office markets! 


e@ Made a new way, CASCO FLEXIBLE 
CEMENT contains casein for strength, 
rubber to absorb jolts and shrinkage that 
crack “brittle” adhesives. Sticks to any 
surface. Moisture-resistant. Clean to use, 
doesn’t “gum” on fingers. 








Frying Pan Display Rack 


This display metal rack holds an 
assortment of various sizes of frying 
pans and skillets. Rack is of heavy 
black bandiron, with a black Morocco 
crackle finish. A, slot at each display 
space takes an ordinary bin clip price 
card holder. Three sets of screw holes plainly marked for easy stocking and 
in the base of the display securely selling. Stands are not sold separately. 
fastens the rack torany counter. Offered The Allen Mfg. Co., Hartford, Conn. 

















Milk Strainer Disks yg apa 6 os ea — 
“on,.: +109 0 H 2 cents plain, cents box o 
Dairee Disks”—have fast and effi- 100; 6 in. single cloth faced, 30 cents 





s cient cross-lay construction; exclusive per box 100, and 6% in. single cloth 

) process. Said to catch more dirt. Pack- faced, 35 cents per box of 100. Other 
aged 100 in an attractive package. wholesalers may avail themselves of same 
Copy on container suggests other items package or name by permission. Farwell, To answer customers’ “fix-it” problems .. . 
farmer can purchase in hardware stores. Ozmun, Kirk & Co., Saint Paul, Minn. point out this CASCO demonstrator (at left) with 


cork, wood, felt, linoleum, permanently CASCO- 
cemented to bare metal. 

Demonstrator and supply of counter folders 
FREE with two 6-tube cartons. Deal costs you $2. 
Cement sells for $3 (25c a tube). You make 334% 
profit. Metal demonstrator supply is limited. Order 
now from your jobber. 


FREE! FULL SIZE TUBE 


Prove Casco Flexible Cement in your own 
home or store. You'll recommend it from 
experience. Use coupon or write us on 
your business letterhead. 
Ss se ee ee ee ee ee ee ee ee 
Casein Company of America, Dept. HA 112 
350 Madison Ave., New York City 


O. K., I'll test a tube for myself. 








My name. 





Store name. 


Address. 
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“Flex-Beam” Fork Handles 


A new type of construction said to 
make a white ash handle strong enough 
to support the weight of five men and 
yet retain full length springy action 





needed in light forks for pitching loads 
has been announced by the Union Fork 
& Hoe Co., Columbus, Ohio. This is 
made possible by a reinforcing device, 
trade marked, “Flex-Beam,” which 
bridges the section at the top of fer- 
rule where most handle breakage occurs. 
It consists of two six-inch steel plates, 
side by side, with smoothly countersunk 
flanges which grip and brace top and 
bottom sides of the handle for three 
inches above the steel ferrule tube. No 
rivets are used. Half of the beam which 
extends into the ferrule has tapered, 
flangeless edges. When live white ash 
handle has flexed nearly to the breaking 
point, these edges come against the 
tube’s inside wall and stop further 
bending. Wood handle said not to 
break until terrific weight makes this 
steel tube give. This handle will be 
standard on all Union first quality hay, 
grain, and manure forks. Right repair 
handles for repairing old forks will 
also be furnished complete with “Flex- 
Bean,” steel ferrule tube, and cap. 


Iced Tea-Coffee Brewer 


Iced tea can be brewed in a glass 
coffee maker of almost any make or 
model, using the Cory glass filter rod. 
Filtering is acconplished without use 
of cloth or paper, hooks, chains, springs 


BREWING ACTION OF CORY GLASS ROD 
2. AGITATED BREWING 











3. _ VACUUM 
FILTER- 
ING 




















or metal. Tea is brewed as follows: 
water is placed in lower bowl or de- 
canter and brought to a boil. Upper 
glass or funnel is then seated and tea 
leaves are allowed to toss about for a 
minute and a half to two minutes. Heat 
is then removed and the clear beverage 
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is drawn by vacuum into the decanter 
before it gets bitter. Suggested retail 
selling price of the Cory rod is 50 
cents. Glass Coffee Brewer Corp., 325 
N. Wells St., Chicago. 


Enamel Package 


“Liquid-Lite” enamel is now being 
presented in a new package. This new 
design will be used on all three of the 
“Liquid-Lite” enamels, non-yellowing 





white, decorators’ (tinting) white and 
eggshell. O’Brien Varnish Co., South 
Bend, Ind. 


Bathroom-Kitchen Items 
The Autoyre Co., Oakville, Conn., 


announces a new line of bathroom and 
kitchen accessories. This new “2600” 
line will sell at 25 cents, intermediate 





in price between the “2200” line of 
10 cent sellers and this company’s 
“5000” line of 50 cent sellers. All 
items in the ‘2600” line are modern 
in design and finished in high-lustre 
chrome over heavy nickel. Included 
are wall soap dish, tub soap dish, fau- 
cet soap dish, combination tumbler 
and toothbrush holder, robe hook, toilet 
tissue holders, 18 in. and 24 in. towel 
bars, adjustable shelf brackets and glass 
shelves, three-arm towel or necktie 
rack, and the “Clip-On” rack. Also 
included is a metal display panel, 
finished in two-tone baked enamel, 
complete with 9 fixtures mounted. 


Florence “Heat Driver” 


This electric air distributor unit is 
designed for use with certain Florence 
eirculating heaters. In winter it pro- 
pels warmed air to distant corners of 
the room, affording uniform distribu- 
tion. In summer it stirs up dead air, 
maintains a cooling circulation. Unit 
consists of a three-bladed electric fan 
enclosed in an attractively finished case 
with chrome wire grille work mounted 
at front. Behind grille are adjustable 
shutters for directing the air flow. Flor- 
ence also makes available a complete 
window display, consisting of a large 
central card, lithographed in red, yel- 
low, blue, and black, with two side 
panels in the same colors. Two minia- 
tures of the side panels are intended 
for use ‘down front” in the window or 
on heaters on the sales floor. Also 
offered is a new wall hanger, in brown, 
orange, and green, showing interior 
views, burners, and operation features 
as well as illustrating the complete 
Florence oil heater line. Florence Stove 
Co., Gardner, Mass. 
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WRITE FOR 
FREE CATALOG — 


BICYCLES - VELOCIPEDES - SKATES 


Staled for beaiity... made to lait 





No. 100 
DE LUXE 











D. P. HARRIS HDW. & MFG. COMPANY, INC. * 
ROLLFAST BUILDING » NEW YORK, N.Y 
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WHAT’S YOUR 
REPUTATION WORTH? 


You value your reputation highly. So do we. 
That’s why neither of us can afford to offer your 
customers any other than the quality of wood 
boring tools that will prove their quality by 
superlative service. We are both tied up in this 
matter of customer satisfaction. 


So jealously do we guard our reputation that 
every bit we make is inspected by a member of 
the Wright family before it is sent out. Your 
reputation is safe when you sell such tools. 





The bit illustrated is a 


CLARK EXPANSIVE BIT 


It is “honor built” of the finest steel and with the skill that has 
made New England famous. You can depend on this Clark Expan- 


sive Bit. 
White for 





, conVALc 0. 
Connecticut Valley Wig. Co, 


Incorporated /874 
CRVUTEBRBROOK - COLAECTICUT 














@ You can sell housewives of every rank and sta- 

tion Carlton Ware because they find in these mod- 

ern, finer cooking utensils all the advantages they 

are looking for. Once a woman has tried it she 

will always come back for more. Ask your jobber. 
The Carrollton Metal Products Co. 


Carrollton, Ohio 


CARLTON inowecet 


STAINLESS STEGL WARE 








* POINT TO EXTRA PROFITS WITH * 





NEW FEATURES 
THAT MAKE 
EASIER SALES 


NOVEMBER 2, 1939 


SENTINEL RADIO CORPORATION, 2020 Ridge Avenue, Dept. HA, Evanston, Illinois 





FULL DISCOUNTS 

—~ AND A FORCEFUL 

MERCHANDISING 
CAMPAIGN 
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Flashlight Xmas Display 


The “Eveready” Christmas display is 
made up of three types of two-cell flash- 


lights. These are the floodlight, auto- 


matic spotlight and focusing spotlight 
models,+priced from 79 cents to $1.00, 
complete with 





batteries. 


cases give the lights a smart appearance 
with no increase in size. The display, 
designed so that customers may pick up 
the lights and examine them, takes up 
little counter space, being only 15 in. 
wide and 18% in. high. National Carbon 
Co., 30 E. 42nd St., New York City. 





Fishing Lines 

Catalog No. 15 of Ashaway fishing 
lines for 1940. Now printed in standard 
catalog size, pages 8% in. by 11 in. It 
presents Ashaway lines in all styles and 
various forms of packing. All popular 
standard numbers in both fresh-water 
and salt-water Ashaway lines are shown 
with detailed descriptions and listing, 
including retail prices. This includes 
linen, silk, metal and cotton lines for 
every sport fishing purpose. Included 
also are the new Ashaway Nylon lines. 
Copies available from the Ashaway Line 
& Twine Mfg. Co., Ashaway, R. I. 





Aluminum Ladders 


A new 24-page catalog entitled, 
“Aluminum Ladders for Every Require- 
ment,” has just been issued by the 
Aluminum Ladder Co., 169 Adams St., 
Tarentum, Pa. It illustrates and 
describes 18 standard types of alumi- 
num ladders and stages for a building, 
painting, roofing, cleaning, repairing, 
storage, filing, and other work. Copies 


Streamlined available. 





Uniform NUT 
MEAT CHOPPER 
— colorful, effici- 
ent, profitable. 


Teariess ONION 
CHOPPER—Stain- 
less steel blades, 
wooden handle. 
Dripless PITCHER 
—Pastel jars, Cata- 
lin handles, color- 
ful design. 


|. DeLuxe EGG BEAT- 


PP rag ee | 
Catalin handles, 
ball bearing center 
drive. 

Triple FLOUR 
SIFTER — Sifts 
THREE times in 
one operation. 


3 HOLIDAY 
 \ PACKAGED 


AT NO 
Extra Cost / 


Tested and 
See Your Jobber "2" 
the 1938 Christmas Season, Androck Holiday 
Packaged Specialties are on their way to even a 
And YOU 
can cash-in right now by asking your jobber 


more outstanding success for 1939. 


for full details on this profit-making program. 
Get your order in—there’s no extra charge for 
individual holiday packaging. 


THE WASHBURN COMPANY 
ROCKFORD, ILL. WORCESTER, MASS. 


AMNOTHES 


ANDROCK 


Propucr 











Kerosene Mantle Lamp 


“Ker-O-Lite”—a kerosene, non-pres- 
sure mantle lamp has been announced 
by The Coleman Lamp and Stove Co., 





Wichita, Kan. It has attractive appear- 
ance in its design, color and decorated 
parchment shade. Gives off fine white 
light and maker states it has money- 
saving features in a wick and mantle 
that require fewer replacements. Fur- 
ther details and prices available from 
manufacturer. 


Wire Rope Catalog 


No. 20—a pocket-sized handbook on 
wire rope, contains information of a 
practical and technical nature in addi- 
tion to list prices and specifications of 
the various constructions of wire rope. 
The Hazard Wire Rope Division, Amer- 
ican Chain and Cable Co., Inc., Wilkes 
Barre, Pa. 


Soilless Gardening 


By means of concentrated chemicals 
and minerals necessary for plant growth, 
water or sand may be treated so that 
plants thrive. Such a product is “Plant- 
Chem,” which is sold in three sizes of 
convenient, attractive packages retail- 
ing for 25 cents, $1.00, and $2.00. Be- 
sides its ability to grow plants without 
soil, “Plant-Chem,” according to the 


a ae oe 
pLANT CHEN 








manufacturer, offers a well-balanced and 
effective treatment for all types of plant 
life grown in the garden. University 
Hydroponic Service, Berkeley, Calif. 
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Space-Saving Welded 
Furniture 
A new type of all-welded, fire- 


resistant, space-saving furniture made 
of a new rust-resisting alloy of steel 





tubing has been announced by the Swan 
Engineering Co., 410 Frelinghuysen 
Ave., Newark, N. J. Designed by 
Thomas E. Smith, the furniture is 
especially adapted for use in auditor- 
iums, apartments, schools, homes, 
kitchens, etc. Thinness of the seat and 
back design of chairs permits close 
stacking. One hundred chairs can be 
stacked in approximately 10 square feet 
of floor space. Chair back and seat is 
easily removed for cleaning. No wood 


whatever is used for seat or back. Tub- ra 


ing is bent into special framework 
that telescopes compactly. All-welded 
construction seals all openings against 
moisture and oxidation, eliminating 
squeaks and prevents parts from coming 
loose. Chairs are light weight. Made 
in three styles and several finishes. Also 
available is a table which will nest in 
same way as chairs. Table has blister- 
proof and alcohol-proof top. 





Glass Cutter Carton 


A new display carton has been cre- 
ated for the improved line of “Red 
Devil” glass cutters. This new two- 


Qin (ayo 
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GLASS CUTTERS 
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color carton serves as the package for 
each dozen modern-line plated cutter. 
When opened, it becomes a handy 
counter, shelf or window display. Also 
available without extra cost is a newly 
designed metal lithographed glass cut- 
ter display panel, No. D15, which stands 
alone when its edges are bent back or 
it may be fitted into “Red Devil’s” No. 
173 Junior Billboard. This panel is 
free to dealers selling the new cutters. 
Landon P. Smith, Irvington, N. J. 


Trap And Skeet Catalog 


A new catalog featuring Remington 
trap and skeet equipment is available. 
The book contains 28 pages and has 
been prepared to assist those interested 
in clay target shooting sports to select 
the best equipment available. Reming- 
ton equipment for skeet is illustrated 
and photographs show typical skeet 
fields. The book also contains complete 
drawings for laying out skeet field with 
blueprints of traphouse construction. 
Remington Arms Co., Inc., Bridgeport, 
Conn. 


Plastic’s Yearbook 


Modern Plastics, 122 E. 42nd St., 
New York City, has issued a 453-page 
catalog and directory containing a com- 
plete description of the general charac- 
teristics of all synthetic plastics from 
alkyd to vinyl, each treated by a 
specialist in his field, in easily readable 
form and embracing developments dur- 
ing 1939, typical applications and for- 
mulas. A properties chart illustrates 





Master Jock Comp ny 








the comparative physical characteristic 
of each material, giving softening point, 
molding temperatures, moisture resis- 
tance, thermal conductivity, etc. in 
tabular form. A machinery and equip- 
ment and molding and fabricating sec- 
tion is included. 


Rule Merchandiser Display 


Made of walnut veneer backed by 
maple. Merchandise is visible from all 
angles. Folding rules are exposed but 
made theft-proof by U-shaped strips 
which are bent over inside the case. 
Tapes are under acetate. Case has am- 


roe 


Maslin Craflamsa u 


Master Runes 


7 
F 
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ple space in the back for stock. Width 
of case is 12 in. No set assortment of 
rules is required to receive the case. 
Dealer is asked to place a good order 
for “Master” rules. Master Rule Mfg. 
Co., Inc., 815 E. 136th St., New York 
City. 
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Giant-Size Washer 


Model 79C—large-size full 20-gallon 
tub to the load line; capacity 8 lbs. of 
wash at one time; all-white finish easy 











to clean; all-porcelain tub, hard smooth, 
clean, long-lasting; massive wringer; 
end pressure reset, easily and quickly 
reset for use; automatic waterboard; 
balloon rolls; bar pressure release; ad- 
justable pressure; silent mesh trans- 
mission. Two lock casters keep ma- 
chine from moving on a sloping floor. 
Equipped with large “Fin Flex” agita- 
tor. May be equipped with automatic 
pump at slight additional cost. Kelvina- 
tor Division, Nash-Kelvinator Corp., De- 
troit, Mich. 


Woodworking Booklet 


The “Rogers Book of Woodworking 
Shop Notes” for the home craftsman, 
woodworker, carpenter, and house owner 
is written in textbook form and is pro- 
fusely illustrated. It gives explanations 
and directions for selecting and equip- 


ping a workshop and it describes the 
necessary tools to buy and the approxi- 
mate prices one should pay for the pre- 
liminary set of tools. An entire section 
is devoted to workshop procedure and 
contains illustrations of the various types 
of woodworking joints to show how they 
are fashioned. Another section, “How to 
Use Glue.” This is followed by a page 
explaining the value and importance of 
the proper clamping of furniture, 
articles, etc., after they have been glued. 
Rogers Isinglass & Glue Co., Glouces- 
ter, Mass. 


Pruning Tools 


Seymour Smith & Son, Inc., Oakville, 
Conn., has issued a new catalog for 
1939-40 on its pruning tools, hedge and 
grass shears. The catalog includes 
standard and new items in the com- 
pany’s line. 


Venetian Blind 


“Belvalier”—has slats made of good 
quality bristol board paper. Said not 
to warp, sag or break because of tubular 
construction. Waterproof glue is used. 
Woven ladder tape is used; herringbone 


VENET 
BLI 





weave on both sides. Cord is “Mason” 
cord, strong and durable. Color of blind 
is Ecru, said not to fade. Available in 
seven widths. Suggested retail selling 
price, $1.00. Clark & Hammer, Inc., 
83 Academy St., Belleville, N. J. 








Glass Substitute 


“Vitapane” is a new transparent ultra 
violet ray glass substitute. It is odorless, 
greaseless, and vermin-proof, according 
to the manufacturer. There is no gum, 
wax or paraffin. It is double reinforced. 





Glossy finish resists grime. Easily 
cleaned with a damp cloth. Comes in 
rolls, 36 in. wide and 50 feet long. 
Suggested retail selling price, $8.75 per 
roll—17% cents per foot. Dealer’s cost, 
$5.83 per roll. Arvey Corp., 3462 N. 
Kimball Ave., Chicago, Ill. 








Dixon Power Mower 


Direct Drive. Has semi-automatic 
clutch and control wire. Entire power 
unit may be removed for sharpening or 





repairing by removing four bolts, and 
taking off wheels. Has a 6%-in. reel, 
close to tie rod. Mower cuts tall and 
heavy grass with ease. Clutch automa- 
tically engages by releasing the spring 
lock on the control wire. The Clipper 
Ufg. Co., Dixon, Til. 


MV 8-In. Sander 


This new dreadnaught MV _ §8-in. 
sander is light in weight and is 
equipped with a heavy duty hand-wound 
special motor. Power is transmitted to 
the drum by means of three V-belts op- 
erating in gag to insure against belt 
slippage and to insure smooth, vibration- 
less finished work. This sander is de- 
signed for rental dealer interested in a 
slightly more powerful machine, readily 
rentable to either the amateur operator 
or to the contractor or professional man. 
Clarke Sanding Machine Co., Muskegon, 
Mich. 
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Westinghouse Ironer 





“Emperor”—said to duplicate sheen 
of “hand iron action” which gives 
ironed fabric a “tailored” appearance. 





Sheen is produced by action of a de 
vice called a “rocker” that makes the 
roll shuttle back and forth under the 
shoe, corresponding to the effect of a 
battery of hand irons moving in unison. 
Ironer also has unobstructed roll with 
two completely open ends, which pro 
vides an ironing capacity of 24 square 
feet per minute. Operation is by foot 
pedal control, freeing both hands. 
Finger-tip control lever directs thre« 
ironing actions: hand iron, continuous 
rotary, and pressing. Knee control 
operates shoe and roll. A foot pedal 
stops roll instantly. Cabinet is of heavy 
gage steel, electrically welded and duo- 
coated with white porceloid. Cabinet 
ends drop down to form’ extension 
shelves on both sides. Center portion 
6pens toward the providing a 





rear, 


handy shelf. Westinghouse Electric & 
Mfg. Co., Merchandising Division. 
Mansfield, Ohio. 


Hack Saw Blades 

“Tuf-Flex” is a general purpose blade 
which is said to cut tubing, sheets and 
gutter pipe without stripping and teeth 
and will perform on large sections of 
drill rod, tool steels. and similar hard 


TUF-FLEX | 


WONT BREAK 


WONT STRIP 





A new “Tuf-Flex” hack saw 
is offered with an 


Willer Falls 


materials. 
blade merchandiset 
assortment of these blades. 
Co.. Greenfield, Mass. 











Tool Gift Packages 


This year, Stanley Tools, New Britain, 
Conn., have again selected 12 standard 
items and packafed them in gay, color- 
ful red and gold window boxes, deco 
rated with Cellophane bows and gift 
tags. The tools are: direct reading flex- 
ible-rigid rule; nail hammers, 13 oz. 
and 16 oz.; block plane; set of three 








socket chisels: set of four composition 
handle three 
“Stanloid” chisels; jack drill, and elec 


screw drivers; set of 


tric soldering iron. One of each is 


included in display XI together with 


a display card and window streamei 
blow-up of the Life advertisement. Tools 
can be put back into stock after Christ 


mas by removing wrappings. 
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* They know that for 99 years 
no other lantern has ever 
equalled DIETZ in quality, 
performance, or workmanship. 


* They know that DIETZ LAN- 
TERNS are sold ONLY through 
the Jobbing Trade and are 
NOT to be found in any mail- 
order catalog. Lanterns found 
in chain stores, syndicate 
stores or under private brands 
are NOT made by DIETZ. 


* Every dealer knows that the 
DIETZ GUARANTEE is lived up 
to in every respect. DIETZ is 
committed to the policy of 
making the best lanterns, imi- 
tated, yes, but never equalled. 


& Jobbers and Dealers depend 
upon DIETZ to be ready and 
willing to supply lanterns 
when sudden emergencies 
arise. DIETZ always maintains 
a large inventory. 


* DIETZ LANTERNS are good 
quality staple merchandise 
that never dies on the shelf. 
DIETZ LANTERNS are de- 
manded by customers in all 
parts of the world. 








LANTERNS 








R.E.DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World; Founded 1840 
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POULTRY NETTING * 


%* THE STRAIGHT-LINE NETTING 
WITH THE GRADUATED MESH 





4 FABRICS IN | 


NOW—a new U. S Poultry Netting 
that provides poultry-proof protection 
at lowest cost. Combines FOUR fab- 
rics in ONE. Chick-tight at bottom; 
poultry-tight all the way up. Six lower 
spaces only 5/8-inch; next six spaces, 
l-inch; next six spaces, | 3/4-inches; 
remainder, 2-inches. 


Made with straight, parallel line 
wires joined by famous lock-twist. Rolls 
out flat, cuts easily and without waste, 
stretches perfectly, requires no top- 
rail or baseboard. Ideal for building 
poultry runs. Copper-bearing steel 
wire. Galvanized before or after weav- 
ing. Standard widths: 24, 36, 48, 60 
and 72 inches. 


Produced by the makers of U.S. STRAITLOK, 
the original straight-line poultry netting, and 
U. S. HEXLOK, the improved hexagon netting. 
Ask your jobber or write direct! 


INDIANA 
STECL & WIRE CO. 


MUNCIE INDIANA 
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Xmas Display Card 


This Christmas display card, 15 x 21 
inches is available free to Hamilton 
Beach dealers. It has been produced by 


j 
4 riled 


Hamilton Beach | 





a process of direct color photography. 
Hamilton Beach Co., Div. Scovill Mfg. 
Co., Racine, Wis. 


Manning, Bowman Catalog 


Manning, Bowman & Co., Meriden, 
Conn., has issued a new catalog pre- 
senting the company’s electrical appli- 
ances. Featured in this catalog are 
several new appliances such as the 
Jubilee Pattern of matched appliances 
which includes a waffle baker, table 
grill, coffee urn, glass coffee maker, 
automatic toaster service, tip and turn 
type toaster, two sizes of buffet servers, 





and a plate and roll warmer. New in- 
dividual appliances are the automatic 
twin waffle baker; automatic table grill 
with interchangeable cooking and waffle 
grids; an interchangeable frying pan; 
two heating pads; two two-slice auto- 
matic toaster service. 


Rubber Hose-Pins 


These “Daisy” rubber hose pins are of 
white rubber and are designed to hold 
sheer hosiery, fine silks, lingerie, etc., 
to cords, rope, or wire lines. They are 
soft and smooth to protect materials. 


Six pins on attractive display card. 
Suggested retail selling price, 10 cents 
per card. Schacht Rubber & Mfg. Co., 
Huntington, Ind. 








Tubular Locks and Latches 


To meet the demand for hardware 
suitable for low-cost houses, P & F. 
Corbin, New Britain, Conn., has an- 
nounced a complete line of tubular 
locks and latches. The line is of simple, 
compact design and construction. Mech- 
anism is enclosed in tubular shaped 
housing. No deep mortising is required 
to install these locks and latches. Ex- 
cept for a recess to set in the latch 
front, only two intersecting holes are re- 








quired for installing most units. Latch 
line consists of four different sets which 
have emergency locking and unlocking 
devices. With these sets are a wide 
range of attractive knob designs and 
four escutcheon designs to choose from 
that are suitable for all interior doors. 
For outside entrance doors, the lock 
line offers safety and convenience fea- 
tures obtainable in all good locks. 
Metal parts throughout are sturdy and 
rustless. 
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Clean Up With Roper 



















With a Roper Water System you 
can give your customer the advan- 
tage of a highly satisfactory equip- 
ment investment at the most rea- 
sonable cost. .. you can assure him 
of unfailing service with a mini- 
mum of power consumption! 

These Roper advantages are the re- 
sult of 82 years of manufacturing 
experience plus exclusive patented 
features not found in other sys- 


tems. 
Write for catalog of Shallow and 
Deep Well 








“CORY CorFEE BREWER 


REG. U. S. PAT. OFF 


has the CALL — because sold 


Complete! 


DE LUXE FITTINGS 
included in price 


TWO SPEEDY FILTERS 


"'Fast-Flo"' and CORY 
Glass Rod brew superb 
Coffee and Tea 


UNTOUCHED BY METAL 


YEARS AHEAD IN 


S'reamline 
beauty, 
Steady 

standing, 
Easy 
cleaning. 


The first COMPLETELY EQUIPPED automobiles shot ahead of com- 
petition. History is repeating in the completely equipped CORY. 
Packed in the carton with every CORY Brewer you sell are COM- 
PLETE DELUXE FITTINGS. Among them: Hinged Decanter Cover; 
dual purpose Stand and Cover for Upper Glass; Measuring Cup 
that ends guess measuring. Stand, Cup and Handle are in 
matching ivory-tone Bakelite or glistening black Durez. Over 14 
superiorities in all. Every electric unit is 2-heat (Hi-Low). Every 
CORY is equipped with the sensotional CORY Glass Filter ROD— 
most models also have the famous ‘‘Fast-Flo" Filter. Big profits 
from small stock. Three sizes of CORYS fill all needs. 
WRITE for latest CATALOG. 


GLASS COFFEE BREWER CORP. 


325 North Wells St. Chicago, Ill. 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


PROTECTION—Rogers offers ¥ 
you protection by exclusively 
selling through the hardware 
trade and not selling to chain 
stores, group buyers, or mail order 
houses. 


DEMAND —Rogers sells for 
’ you with national advertising 


RICE Rogers offers you 
several special deals assuring 
you of full profits so you can 
compete with chain stores, 
group buyers, etc., by offering a 
superior product at the same price. 


UALITY — Rogers Glue is in Popular Mechanics, Popular 
made only from select fish skins Science, Home Craftsman, etc., 







insuring clarity and uniformity oo - _ 
- - also produces greater monthly. 


strength (3800 pounds shearing 


strength per square inch). FREE—Phone or write 
your jobber for free 
oods offers . . ask him 
or a free display unit— 
To | Rogers Glue 
""LETGLUEKY DOIT"’ is to sell Rogers Glue. 





















Users like Kwik- 
Lite Oil Burner Wick 
because it lights instantly 
and lasts longer. The long fibre 

asbestos brings the fuel right up for instant 

ignition. . . . You'll like Kwik-Lite because it sells 
easily—Satisfies old customers and brings in new ones. 
The attractive counter display carton is an effective silent 
salesman. Priced to sell. Attractive discounts for dealers. 


aoaooes @ 
~---— 


=~ e TEXT! Y, Inc. 1 
as TEXTILE COMPANY. 
re | ae wade Drive, pray e® — ; 
$ ite mp: 
Jobber or 1 Please send Kwik-Lite »¢ Pp 


MAIL the + ~~ Ga 
Name.....---c-scereer 














ARMSTRONG 


Announces the 
NEW C-39 CATALOG 


ARMSTRONG 








A complete 
ARMSTRONG 
TOOLS and 
PIPE TOOLS. 
@ ARMSTRONG TOOL ‘HOLDERS 
—a complete System of Tool Holders for 
every operation on lathes, planers, slotters 
and shapers 
Armstrong Turret Lathe and Screw Machine 


cols 

Armstrong Bits, Blades and Cutters 

Armstrong Lathe and Milling rn Dogs 
Armstrong Machine — Specialties 
Armstrong “C" Clam 

Armstrong Setting- —y ‘Tools 

Armstrong Carbon Stee! Wrenches 
Armstrong-Vanadium Wrenches 

Armstrong Detachable Head Socket Wrenches, 
Bridge Ratchets and Hol'ow Serew Wrenches 
“Armstrong Bros.’’ Pipe Tools 

ust off the press! Sent upon request. 
Write for your copy today. 


ARMSTRONG BROS. TOOL CO. 
The Tool Holder People” 

314 N. Ha ee Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 
199 Lafayette St., New York 


catalog showing all 
TOOL HOLDERS and 
“ARMSTRONG BROS.’ 


®@ seeseses © 
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Outshines - Out- 
lasts - Outsells 
them all - because 
it employs seien- 
tifle air flow de- 
sign inside and 
out and utilizes 


struction and com- 
bustion. 


EMBURY MFG.CO 
WARSAW. NY. 

















A Japanese Garden 


(Continued from page 54) 


in golden lacquered drawers in 
the shrine. There is a drawer for 
each member of the family—the 
master having the largest drawer. 

As I sat in one of the golden 
lacquered chairs before the shrine, 
Mr. Cross stood to my left. All 
was silence except the murmuring 
of the three waterfalls in the gar- 
den below. There was not even 
the sound of the wind in the trees. 

Before such beauty one was 
overcome by a curious religious 
emotion of reverence. After a 
long pause Mr. Cross remarked 
that Buddha often dozed and it 
was customary with the Japanese 
worshippers to awaken him so he 
would listen to their supplications. 
So a silver-gilt bell was provided 
and he would now awaken Buddha 
from his slumber or his medita- 
He struck the bell and its 
clear ringing tones floated out of 
the temple and reverberated over 
the garden. Three times he struck 
and then Buddha was awake to 
answer our prayers. 

The Moslems most frequently) 
address the deity as “God the 
Compassionate.” But the Buddhist 
worshipper seeks soul peace as 
the greatest reward of this life. 
To him the best answer of all to 
the troubles of this world is “Nir- 
vana.” A complete secession and 
end of existence. 

On the forehead of Buddha is 
the mark of “all knowledge” and 
between his eyes the mark of the 
“all seeing eye.” ’ 

The Buddhist never prays for 
himself. His usual prayer is for 
the repose of the spirits of his 
ancestors. 

Bacon wrote, “God Almighty 
first planted a garden.” 

Milton wrote, “And add to 
these retired leisure that in trim 
gardens takes his pleasure.” 

Longfellow wrote, “The music 
of the brook silenced all conver- 
sation.” 

Shakespeare wrote about the 
brook, 

“He makes sweet 
enameled stones 
Giving a gentle kiss to every ledge 
He overtaketh in his pilgrimage.” 

In the Orient the garden lovers 


are Shintoists and Buddhists. The 


tions. 


music with 


Shintoist worships nature and 
heroes. They have 14,000 gods. 
They worship the “Sun Goddess.” 
They love music and dancing. 
They have no ethical codes, no 
doctrine, no priests, and no public 
worship. Temple and shrines, but 
no idols. 

Buddha was born in India 
about 550 B.C. He sought and 
reached human perfection — all 
knowledge and enlightenment. Af- 
ter seven years of study he left 
his wife and son, his father and 
mother, and went out into the 
world to preach his doctrine 
which spread all over the Orient 
including Japan. He was then 
called Gautoma. He taught that 
life was necessarily a period of 
sorrow and suffering and the only 
amelioration was by stifling all 
passion and desires. He believed 
that life on earth was subject to 
inflexible laws from which there 
was no escape or delivérance. The 
end of this life on earth was to 
practice charity, temperance and 
justice. At death one was happy 
in a brief sojourn in heaven, then 
you were transmigrated back to 
earth to occupy a higher plane if 
you had been good or on a lower 
one if you had not lived an ideal 
life. The end of it all—by stages 

-was to reach a perfect state and 
so be with God—or the Universal 
Master Mind. 

I write these lines because I do 
not believe one can enjoy and 
understand the beauty, peace and 
symbolism of a Japanese garden 
without some knowledge of what 
the Japanese mind and heart ex- 
press in their gardens. 

Mrs. Clemson must have had 
great satisfaction in creating this 
garden. It probably will live long 
after her and be an inspiration to 
thousands of others. No one could 
have a more beautiful monument. 

This garden has been visited by 
distinguished persons from Japan 
and all parts of the world. Geral- 
dine Farrar, who sang the star 
part in “Madame Butterfly,” was 
photographed at the shrine. This 
garden is open to the world. 
When you start out to see the 
wonders of the United States put 
Mrs. Clemson’s Japanese garden 
on your list. 


HARDWARE AGE 















Se OUD OE ee | lc Oe 


SS wa 



























H. J. PETERSON, sales- 
man for the North & Judd 
Mfg. Co., St. Louis, Mo., 
although 74 years of age, is 
still active in the hardware 
field. Born July 6, 1865, Mr. 
Peterson first became identi- 
fied with the business in 
March 1881 when he joined 
the forces of P. Wilson Sons 
Co., Cincinnati, Ohio. Two 
years later, in 1883, he trans- 
ferred his allegiance to T. K. 
Peterson of Philadelphia and 
the following year went with 
Meyer Bannerman & Co., St. 
Louis, Mo. In 1885 he became 
identified with Pearce, Atkins 
Co., Cincinnati, and remained 
with that firm until 1898, when he joined the North & 
Judd Mfg. Co. organization in New Britain, Conn. Mr. 
Peterson started traveling in 1885 and has been at it ever 
since. He is a former president of the Old Guard and 
states that his principal hobby is selling hardware. 





H. J. PETERSON 
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Hardware Age 
Fifty Year 
Club 


NEWTON D. E. RICHARDS, 
senior partner of the firm of N. D. E. 
Richards & Sons, Roanoke, Ind., is 71 
years of age and wasffrn November 
20, 1868. He was raivéd on a farm 
one-and-a-half miles west of Roanoke 
and entered the hardware b‘isiness 
when 21 years old on March 1, 1889, 
with his brother, Marvin W. Richards. 
The partnership continued until 1916 
when his brother retired and Mr. 
Richards’ eldest son, Ansel A. Rich- 
ards, entered the business. He was 
followed by two other sons, Ned W. 
and Robert D., in 1921 and the busi- 
ness was continued as N. D. E. Rich- 
ards & Sons. The firm carries a 
complete line of hardware, plumbing, heating and 
builders’ supplies, fence, posts and implements as well 
as Chevrolet automobiles. Mr. Richards was formerly 
vice-president and director of the State Bank of Roanoke. 
His principal hobby outside of business hours is fishing. 





N. D. E. RICHARDS 


HUGO VOIGT, formerly 
manager of the Chicago office 
of Geuder, Paeschke & Frey 
Co., Milwaukee, Wis., cele- 
brated his 79th birthday on 
April 16, 1939. Mr. Voigt re- 
tired from business on Sept. 
30, 1938, and is another mem- 
ber of that group of hardware- 
men who can point to an entire 
business career spent with a 
single firm. Mr. Voigt first 
became identified with Geuder, 
Paeschke & Frey Co. in 1880, 
and was associated continu- 
ously with that organization 
until the day of his retirement. 
His greatest hobby has been HUGO VOIGT 
sojourning during the pleasant 
summer months among the “Manitowish Waters” in 
northern Wisconsin, where for many years he had a home 
fronting on Lake Manitowish. 
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December the “Sales Clincher” Month 
for Major Appliances 


(Continued from page 56) 


sales of between 1300 to 1500 ap- 
pliances a year, of which about 
150 are washers, 250 refrigerators, 
500 stoves, and radios about 250. 
Five salesmen are employed to 
handle appliance and other outside 
sales, and these men, working un- 
der the direction of Mike Liberta, 
store manager, follow all good 
leads for appliances, and very few 
prospects escape their attention. 


Outside Selling 


Outside 
necessary if a dealer wishes to do 
a large and profitable appliance 
business, believe the Orlandini 
Bros. and their store manager. 
These men.are called together reg- 
ularly for gales sessions, where dif- 
ficulties" appliance selling, etc., 
are subjected to expert scrutiny 
“and remedies offered. 

Secondly, in the Tri-City appli- 
ance policy, it is necessary to have 
a large stock of appliances on 
hand. Tri-City has an appliance 
showroom which would do justice 
to a big time hardware store in 
almost any city, no matter what the 
size. Imagine an appliance show- 
room where about 200 appliances 

-refrigerators, washers, ranges, 
etc., are on display and you have 
a picture of the Tri-City appliance 
division insofar as amount of stock 


selling is absolutely 


on hand is concerned. 

During the Christmas season 
this department is properly deco- 
rated with holiday trim which 
makes men want to dig down into 
their pockets for a down payment 
on a refrigerator or washer, etc., 
to give to their wives as a Christ- 
mas present. And if the husband 
doesn’t show interest in appliances 
as gilts, many wives find a way 
of dropping direct hints, and the 
holiday trim in the Tri-City de- 
partment helps center a woman’s 
mind on the subject, too. 

The windows of this store al- 
ways carry major appliances on 
display, with plenty of holiday 
trim and color. The windows are 


brilliantly lighted, too, which helps 
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draw attention, especially from the 
drop-in trade. 

Early in the fall, the Tri-City 
appliance salesmen, according to 
Mike Liberta, begin dropping 
hints into the ears of heads of 
families on whom they call, that 
appliances make a fine Christmas 
vift for the entire family. This 
early promotion brings results; it 
plants the seeds for future sales, 
which have a habit of ripening 
during December. 

“Our big time newspaper ad- 
vertising helps us sell quite a few 
appliances at Christmas,” says Mr. 
Liberta. “We frequently take a 
full-page advertisement, often on 
green stock which adds a holiday 
flavor, and such advertising brings 
in sales and helps our field men as 
well. We have a good newspape1 
in this district and we don’t need 
to send out handbills.” 

Most striking of all appliance 
features at the Tri-City store.is a 
special, air-conditioned model elec- 





tric kitchen display room on the 
second floor. The place is very 
attractive and warms the heart of 
every woman who sees it and who 
inspects the items inside. Fault- 
lessly equipped, this room attracts 
housewives from all parts of Tri- 
City’s territory. Any woman who 
sees it wants an electric kitchen 
like this, and she usually tells all 
her friends about it, too. 

“This room has sold a lot of 
appliances for us,” says Mr. Li- 
berta. “And it has also helped us 
sell many complete electric kitchen 
outfits. All our field salesmen invite 
women to come to our store to 
view this room and the electric 
kitchen, and about 95 per cent of 
them will come, just to see what 
it’s like. We get many prospects 
in this manner.” 

Tri-City’s merchandising efforts 
on appliances are so keyed that 
they can achieve. good sales not 
only at Xmas but at other times 
of the year as well. Part of the 
electric kitchen, for example, was 
put on display on a truck in a 
recent Fourth of July parade to 
help drive home the idea that such 
a kitchen would make every home 
more pleasant and efficient. 





ROOM EFFECT AIDS 





APPLIANCE SALES 


il 





Arrangement of electrical appliances in a square pattern, “room” style, 
has not only made the task of demonstrating easy, but has stepped up 
sales greatly for the Harrison-Hancock Hardware Store in Wytheville, 
Pa. This plan gives the electrical department prominent display in the 
center of the store’s main floor activity, yet gives one the feeling, when 
in it, of being in a separate room, far removed from the annoyance of 
store traffic. There is plenty of room for making an uninterrupted dem- 
onstration, even allowing for the center display of smali electrical con- 
veniences which further adds to the value of the department as an in- 
come producer. 
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TOP OFF 


: The Morning To You 


Hi-Yo yourself, say these three 
jars who are feeling right 
good well because now it is 
no longer necessary to use 
everything in the tool chest 
to remove their covers. The 
Edlund Jar Opener, known as 
the TOP OFF, does it in a 
jiffy. 


RETAILS FOR ONLY 20c. ASK YOUR JOBBER. 





Edlund Company Burlington, Vermont 














ROTABIN Saves 5Q% 


FLOOR SPACE 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable” merchandise in a com- 
pact accessible manner in 42 the space now occu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--no unnecessary steps running from bin 
to bin. ROTABIN saves hardware dealers, time, 
WRITE FOR steps, labor and money and makes storage space 

DETAILS pay a profit the year around 


THE FRICK-GALLAGHER MFG. COMPANY 
WELLSTON, OHIO 






















Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. \n 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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YOUR COMPLETE 


SIGN DEPARTMENT 





MAKE SIGNS — needed — no extra cost 


PROFITS FOLLOW other than cardboard 
Signs increase sales and used. SHOWCARDER 
profits. Make yourown Signs are attractive, 
signs quickly and easily forceful and modern. 
withaSHOWCARDER. Write for FREE catalog 
No special training and a sample sign. 


SHOWCARDER Inc., 516 Prior Avenue, St. Paul, Minnesota 








PREPARE NOW !—For Big Winter 
SALES VOLUME! ite cf stating, Susie Mfiemetaee 


eners. Humidifiers and Hoealthifiers! 
Designed for all types of heating system outlets, they 
have price, appearance and operating advantages that 
attract a tremendous volume of buyers! 
The AIRMOISTENER shown fits top of steam and kot 
water radiators. It CIRCULATES hot, moist alr through 
three sides of concealed twin water pans. HEALTHI- 
FIERS fit between radiator coils. HUMIDIFIERS* for 
use on wall or flor 
warm air registers. 
All types made of 
rust-resistant metal. 









*Also, wall register 
shields and HUMID- 
IFIERS for warm 
air registers — a 
COMPLETE line. 
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PATENT NOVELTY CO., 305 EIGHTH AVE., FULTON, ILL. 








A Top Seller 


for Christmas 





A most appreciated and practical 
gift for men in the popular price 
range. Displayed for the Holiday 
season on coun‘ers and in win- 
dows this Gift Set, consisting of 


Marble’s Water-proof 
Match Box and Compass 


will solve the problem of ° o 
“what to give" to sportsmen, 
tourists, Boy Scouts and all others $1.75 
who love the out-of-doors. 
Be sure to stock this set for your Holiday trade 
540 DELTA AVENUE 
MARBLE ARMS & MFG. CO. ,-ctxnstone, MicH.,US.A. 


Retails 














RED DEvViu 


| Rod Devil | 
GLASS CUTTERS 
ed 


New standard handles 
on all models. Heavily 


plated and polished. 


Perfect finger rest. 
Long-life, machine 
made uniform alloy 


steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 
Rustproof. 


LANDON P. SMITH, INC 
IRVINGTON, N. J 








NOW! ainrwrere! 
Use car, truck or tractor motor for power. 

Speedy i) 783 

two cylin- 
of any such 
engine to an effi 
cient compressor, 
at idling speed 
Saves time and 
money—tmakes hard 
painting jobs easy. 
Spray paint var 
nish, lacquer, kal 
somine, insecticides 
inywhere De 
Luxe outfit: 2 
spark plug pumps, surge tanks. 6 adaptors, 25 
ft. high test air hose, No. 121 internal mix 
yressure feed gun with 1 qt. aluminum cap, 2 
nozzles, and tire inflating chuck, list $11 


changes 
ders 





priee only 





DEAL ERS: Serd for complete catalog price list 
and discounts; electric power sprayers $5.10 up 
—aute power outfits $2.70 up. 

W. R. BROWN CORPORATION 
5724 Armitage Avenue Chicago, II!., U. S. A. 
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Ace Hardware Corp. Ace Conven 
tion meeting, exhibit, banquet, and en- 


tertainment. January 22, 23 and 24, 
1940, at company headquarters, 1319 S. 
Michigan Ave., Chicago, Il. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Me- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers’ 
association. 


American Hardware Supply Co. 
Spring Merchandise Show, meeting and 
banquet. January 29 and 30, 1940, at 
the company headquarters, 41 Terminal 
Way, South Side, Pittsburgh, Pa. 

Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment. February 22, 
1940, at the Boston City Club Ball- 


room, Boston, Mass. 


California Retail Hardware Asso- 
ciation convention and _ exhibit, Feb. 
13-15, 1940, at the Hotel Whitcomb, San 
Francisco. LeRoy Smith, 417 Market 
St., San Francisco, is association sec- 
retary. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York City. 
is secretary-treasurer. 

Hall Hardware Co. Stockholders’ 
meeting, exhibit, banquet and entertain- 
ment. February 19 to 22, 1940, in the 
company’s own auditorium, Minneapo- 
lis. Minn. 





Coming 


Corrected each issue 
according to latest data 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 1940, 
at the K. C. Hall, Springfield. C. G. 
Gilbert, 1155 Merchandise Mart, Chi- 
cago, is association secretary. 

Associa- 


Jan. 30- 


Indiana Retail Hardware 
tion, convention and exhibit, 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. 





Intermountain Hardware and Im- 
plement Association Convention, Feb. 
14-16, 1940, at Pocatello, Idaho. E. Bell, 
311 S. 9th St., Boise, Idaho, is asso- 
ciation sescretary. 

Iowa Retail Hardware Association, 
convention and exhibit, Feb. 6-9, 1940, 
at Des Moines. Sessions at Hotel Savery. 
Exhibit at Coliseum. Philip R. Jacob- 
son, Mason City, is secretary. 

Kentucky Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 23-25, 1940, at the Seelbach Hotel, 
Louisville, Ky. J. M. Stone, 1009 Seel- 
bach Hotel, Louisville, is association 
secretary. 

Michigan Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
headquarters, Statler Hotel. Exhibit, 
Convention Hall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 
association secretary. 





Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 

Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. Peyton 
C. Clark, 2861 Gravois Ave., St. Louis, 
is association secretary. 





Montana Implement and Hardware 
Association, 3lst annual convention, 
Oct. 23-24, 1939, at Billings, Mont. 
M. P. Trenne, P. O. Box 1005, Helena. 
Mont., is re 

Mountain States Hardware and Im- 
plement Association, Jan. 15-17, 1940, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Barlett, 637 Pine St., Boulder, 
Colo., is association secretary. 
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Conventions and Events 


National Contract Hardware Ass’n 
will meet in Chicago, IIl., Sept. 24-26, 
1940. 

Nebraska Retail Hardware Associa- 
tion, Jan. 30-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 


ton, is association secretary. 


New York State Retail Hardware 
Association, convention and _ exhibit, 
Feb. 20-23. 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. John B. Foley, 
508 Hills Bldg., Syracuse, is association 
secretary. 

North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-17, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. [ohn B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 

Oklahoma Hardware and Implement 
Association, convention and_ exhibit, 
Feb. 6-8, 1940, at Municipal Auditorium, 
Oklahoma City. Charles F. Nelson, 301 
Key Bldg., Oklahoma City, is associa 
tion secretary. 


Panhandle Hardware and Implement 
Association, convention and exhibit, Jan. 
29.30, 1940, at the Herring Hotel, Ama- 
rillo, Tex. C. L. Thompson, Canyon, 
Tex., is association secretary. 


Pacific Northwest Hardware & Im- 
plement Association, convention and ex 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Pennsylvania and Atlantic Sea- 
board Hardware. Association, conven 
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tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
100 N. Broad St., Philadelphia, is asso- 
ciation secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 

Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 17-19, 1940, at Long Beach. 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg., 


Los Angeles, is association secretary. 





Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of the 
manufacturers’ association. 

Tennessee Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 4- 
5, 1940, at the Hotel Andrew Jackson, 
Nashville. R. K. Boswell, Box 68, Chat- 
tanooga, Tenn., is secretary. 

Texas Hardware and Implement As- 
suciation, convention and exhibit, Jan. 
23-25, 1940, at the Hotel Adolphus, 
Dallas, Tex. Dan Scoates, College Sta- 
tion, is association secretary. 

Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundra, Jr., Scottsville, Va., is sec- 
retary. 


Waite Hardware Co. “Tru Test for 
1940” meeting, exhibit and banquet. 
November 15, 1939, at Bancroft Hotel, 
Worcester, Mass. 


Western Retail Implement and 
Hardware Association, convention and 
exhibit, Jan. 16-19, 1940, at Kansas 
City, Mo. Headquarters, Hotel Presi- 
dent. Exhibit, Municipal Auditorium. 
H. L. Covert, 322 Scarritt Bldg., is as- 
sociation secretary. 

Wisconsin Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at the Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, is 
association secretary. 


















Streamlined Aluminum Mower 


Your leader for 1940 sales! All parts cast 
aluminum, with tubular steel handle, cru- 
cible steel blades. Weighs 20 lbs. less than 
ordinary mowers of comparable design. 
Closed wheels, semi-pneumatic tires, full 
ball bearing equipment. Recommended to 
retail at $16.00. 


1940 Catalog 


just off the press 
Write for free copy showing the Air- 
Flow, and. complete 1940 line of 
Heineke Hand and Power Mowers. 
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“ALLIGATOR TIME! 


@ Year in and year out hardware and | 
implement dealers have made money 
out of Alligator Steel Belt Lacing—made 
money because Alligator is used every- 
where that belts are used—made money 
because a small stock of Alligator will 
show a remarkably good turnover. Don’t  , 
let this profitable business get away, | | 
because you can’t deliver when the 
emergency calls come in. 
Check your stock of Alligator today and 
' order from your jobber. { 
FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago | 


For 30 years millions of belts on farms 
and in shops all over the world have been 
laced with Alligator steel 
belt lacing. ere have 
been many imitations but 
Alligator always comes 
out on top because it 
“never lets go.” Stocked 
by jobbers and sold 

only through dealers 
—never by mail order houses. 
Write for handy SIZE CHART. 


ALLIGATOR 
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STEEL BELT LACING 












The BEST KNOWN line 
of traps in America 





a. 


This season, like every other for 
years and years, Oneida Victor Traps 





ing farm and sporting magazines. 


ANIMAL TRAP COMPANY OF AMERICA + LITITZ, PA 
It ppays to sell 


ONEIDA VICTORS 


The TRAPS that trappers know 








DENISTON 
Triple Lock NAILS 


“Lead Seal" 
Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for Sampes. 
4840 South 


The DENISTON Co. Wesiexcs" 
E-Z CORN POPPER 
The Original Rotary Corn Popper ——_ 


The Popper That Puts ‘ 
The Pop in Pop Corn 




















Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 


STOCK THIS QUICK 
=R= 
KILLS-RATS-ONLY 


Fast selling Ra: killer-——Not a polson—harmiess to 
everything but tats Made of oven-dried red squil! 
and known everywhere for over 123 years. Nationally 
advertised in magazines, Farm and Poultry papers 
Hardware stores big outlet Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—s quick money maker. Hardware 
dealers write for prices. K-R-O Company, Spring 
field. Ohio. 
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The “WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Salem, N. J.: Where can we pur- 
chase glass eyes for duck decoys? 
G. W. Cawman & Son. 


ANSWER: M. J. Hofmann, 989 
Gates Ave., Brooklyn, N. Y. 


Penn’s Grove, N. J.: Who makes 
the Key graphite paste? R. F. Willes 
& Bro., Inc. 


ANSWER: Key Co., 300 S. 27th 
St., East St. Louis, Mo. 


Jackson, Miss.: Who makes pike 
poles marked Gifford Wood Co.? 
Addkison Hardware Co., Inc. 


ANSWER: Gifford Wood Co.. 
Hudson, N. Y. 


Brinkley, Ark.: Please furnish the 
address of the Shaw-Walker Co., 
manufacturers of filing cabinets. 
Western Auto Associate Store. 


ANSWER: Muskegon, Mich. 
** « 


Allegany, N. Y.: Who makes the 
Auto Flex loose leaf chain binder? 
Edwards, Brown & Edwards. 


ANSWER: Wilson Jones Ca., 
3300 W. Franklin Blvd., Chicago, 
TH. 


Melbourne, Fla.: Please furnish 
the names of manufacturers of musi- 
cal instruments. Huggins Supply 
Co. 


ANSWER: C. S. Conn, Ltd., Elk- 
hart, Ind., Buescher Band Inst. Co., 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Elkhart, Ind., Rudolph Wurlitzer 
Co., 121 E. 4th St., Cincinnati, Ohio. 


*> 2 


Bremerton, Wash.: Where can we 
purchase Quill tooth picks? Todd 
Hardware. Co. 


ANSWER: “Hygeia Antiseptic 
Toothpick Co., 840 E. 134th St., New 
York, N. Y. 


Camden, Tenn.: Who makes the 
Solano wood burning heating stove? 
Clement-Hall Hdwe. Co. 


ANSWER: Phillips & Buttorff 
Mfg. Co., Nashville, Tenn. 


Walsh, Colo.: Who makes the 
Total Eclipse Hydrants? St. Aubyn 
Hardware & Implement Co. 

ANSWER: Jno. Kupferle Fdry. 
Co., Wright St., St. Louis, Mo. 


East Greenville, Pa.: Who makes 
the Towle Sterling Silver Table 
Ware? F. A. Trexler & Son. 


ANSWER: Towle Mfg. Co., New- 
buryport, Mass. 
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Gloversville, N. Y.: Who makes 
the Bell ball bearing clothes line 
pulleys? E. L. Durkee & Co. 


ANSWER: Super Metal Mfg. Co., 
3923 Hudson Blvd., North Bergen, 
a B 


St. Paul, Minn.: Where can we 
purchase the Stevenson refrigerator 
door lock? Raymer Hdwe. Co. 


ANSWER: Jamison Cold Storage 
Door Co., 428 Forrest Dr., Hagers- 
town, Md. 


Fitchburg, Mass.: Who makes the 
Belvalier Venetian Blinds? W. E. 


Aubuchon Co., Inc. 


ANSWER: Clark & Hammer, 
Inc., Belleville, N. J. 


Bethel, N. C.: Who makes the 
Sheffield Oak Coal Heater? E. Pan- 
drews Hdwe. Co. 


ANSWER: King Stove & Range 
Co., Sheffield, Ala. 
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HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all oi the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 


7. 
Screen Hardware 

















National Manufacturing Co. 


STERLING « + + ILLINOIS 
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Classihied Opportumilien. Seckion... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clansiiied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
ch additional word...... 06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 
Bach additional word ............. 01 
Allow Seven Words for Keyed Address or Your Addre 


BOXED DISPLAY RATES 
One inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted =f 





[Portions Wanted | 


| Positions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re 
tailers and w lers. No charge to 
ust phone Wisconsin 7-1802 or write to 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 








GOOD MAN AVAILABLE 


Sales executive, recently vice-president of a tool 
factory doing a world-wide business, with years 
of both factory and hardware jobber experience, 
seeks a connection. His work has included modern 
handisi hod creating displays, sales 
literature, catalogs, advertising, export, etc. 

Address Box 0-669, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 

















GENERAL HARDWARE MAN WITH twenty 
years’ experience im both retail and wholesale 
trade open for a position November Ist. Will 
o anywhere. A-l1 references. Address Box 
-686, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


PURCHASING AGENT, 9 YEARS’ EX- 
PERIENCE in the wholesale hardware and 
electrical manufacturing field. Age 29. Now 
employed. Desires position with future and oppor: 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-665, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


ENERGETIC AND AMBITIOUS YOUNG 
MAN, 23 years old, single, desires position. Has 
had eight years’ experience in the hardware, paint, 
plumbing and housefurnishing line, also thor- 
oughly experienced in the gas range field and 
major electrical appliances, such as refrigerators, 
washing machines, etc. Address Box D-670, care 
of Harpware Acs, 239 W. 39th St., N. Y. City. 











SALES, PURCHASING, EXPORT PRO. 
CEDURE THOROUGHLY understood by young 
executive with eighteen vears’ experience in 
hardware, plumbing, mill supplies and machinery. 
Served as storeman, bookkeeper and store man- 
ager in West Virginia, export shipping clerk 
and export sales correspondent in New Yor 
City. Assistant purchasing agent of large tool 
maker and later head of export department doing 
half million dollar yearly business. At present 
employed as office manager of tool and machinery 
company. Would like to enter employ of manu- 
facturing concern where knowledge of above three 
departments could be used to advantage. Salary 
requirements reasonable. Address Box 1-683, 
eee of Haroware Ace, 239 W. 39th St., N. Y. 

ity. 





HARDWARE MAN, AGE 30 YEARS, mar- 
ried, 14 years’ experience, retail hardware. Lock- 
smith, electrical, general repair, selling; experi- 
ence selling wholesale electrical supplies. Metro- 
politan area preferred. Address Box D-694, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





FORTY YEARS OF WELL-ROUNDED 
HARDWARE experience for hire. Have been 
clerk in builders’ hardware department, head of 
paint department, head of heavy hardware de- 
partment, cutlery, buyer and general buyer for all 
lines. Address Box D-704, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


SALESMAN WELL ACQUAINTED WITH 
JOBBERS, wholesalers and major dealers in 
hardware and plumbing supply trades in Metro- 
politan New York and Northern New Jersey 
would like to represent manufacturer on, com- 
mission basis. Address Box D-671, care. of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMAN—SIX YEARS SELLING BY- 
CYCLES to the hardware and sporting goods 
trade of the southwest. Twelve years selling 
hardware, sporting goods, builders’ supplies, in 
southern New York State. Eight years with lasi 
firm. Best of references, and can go anywhere. 
Address Box D-660, care of Harpware Aor, 
239 W. 39th St., New York City. 


TECHNICALLY TRAINED SALESMAN, 
EXPERIENCED, power tools, machine shop 
equipment hardware and mill supplies seeks con- 
nection with reputable manufacturer or distributer 
to cover dealer or industrial trade in New York, 
New Jersey or Pennsylvania areas. Address 
Box D-692, care of Harpware Ace, 239 W. 39th 
St.. N. Y¥. City. 


SALESMAN, 18 YEARS’ EXPERIENCE 
SEI.LING the wholesale and retail hardware 
trade, luggage manufacturers and industrial in 
Indiana, Michigan, Illinois, Wisconsin, Minnesota, 
Iowa, Nebraska, Missouri, Kansas and Colorado, 
proven sales ability and dependability, desires 
connection with a first class manufacturer. Ad- 
dress Box D-656, care of Harpware Ace, 239 
W. 39th Se. N. Y¥. City. 


MANAGER-BUYER, FORMERLY IN 
CHARGE leading chain store organization’s hard- 
ware division, trained in modern merchandising 
and sales promotion methods, buying control, 
store arrangement and display; experienced hard- 
ware, housewares, electrical supplies and paints, 
seeks connection with progressive independent 
concern. Address Box D-691, care of HARDWARE 




















Ace, 239 W. 39th St., N. Y. City. 

MANUFACTURER’S AGENT HAVING A 
FOLLOWING with hardware jobbers and re- 
tailers, also furniture jobbers and retailers, de- 
sires a good line on commission for Iowa and 
Nebraska. Address Box D-696, care of Harp- 
WaRE Ace, 239 W. 39th St., N. Y. City. 





Young married man of twenty-seven 
with five years’ chain store and hardware experience; 
window trimming and counter layout a specialty be- 
sides a good know of all phases of store opera- 
tien; also linoleum mechanic and glazier. A perma- 
neut location desired with future dependent upon 
ability and production. 

Address Box 0-687, care ef HARDWARE AGE, 

239 W. 39th St., N. Y. City. 











t 





SALESMAN LONG EXPERIENCE FOL- 
LOWING SYNDICATE stores, hardware, house- 
furnishing trade, New England States, Metro- 
politan New York, New Jersey, Pennsylvania. 
Best of references. Salary basis or commission. 
Address Box D-700, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





HARDWARE MAN, EXPERIENCED IN 
HEAVY and shelf hardware, electrical, gas and 
gasoline appliances, store management, window 
decorating, and servicing all items sold by lead- 
ing hardware stores, desires a position in Ore- 
gon, Southern Washington or Northern California. 
Address—Wm. R. Abplanalp, 1137 West 9th St., 
Albany, Oregon. 





AVAIL ABLE—CAPABLE, INTELLIGENT, 
SERIOUS, young man with 5 years’ experiencé 
in hardware and housefurnishings department ot 
large New York store. Can be of valuable assis- 
tance in selling, keeping stock, and driving de- 
livery car. Excellent references. Will take 
position anywhere. Address Box D-689, care ot 
Harpware Ace, 239 W. 39th St., N. Y¥. City. 





BOOKKEEPER, ACCOUNTANT, 29, MAR- 
RIED, 10 years’ experience in hardware and 
electrical supply fields. Capable of taking com 
plete charge, preparing financial statements, tax 
returns, etc. esires a permanent or part time 
position in the above fields—one requiring initi- 
ative and responsibility. Address Box 1) 653, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





NEAT YOUNG MAN, FIFTY YEARS of 
age, plenty pep and experience selling hardware, 
tools, paint and auto accessory lines, wishes job 
on firing line. A hard worker and not afraid 
to soil hands. Willing to devote all his time to 
building up a line. Perhaps some manufacturer 
needs his line re-vamped. Willing to do any 
amount missionary work to bring it up to par. 
Personally acquainted with all jobbers and large 
retailers throughout Michigan, Ohio, New York, 
New England States and Canada. Commission 
and drawing account. Address Box D-701, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








Samples of Merchandise. Literature. Catalogs, etc.. will not be forwarded unless accompanied by full 


postage for remailing. 
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[Positions Wanted ‘| 


| fxccounts Wanted —s| 


Accounts Wanted | 








SALESMAN, 28 YEARS OF AGE, energetic, 
ambitious, capable, seeks connection with manu- 
facturer or jobber of electrical or hardware spe- 
cialties. Several years’ experience both inside 
and outside contacting dealers. Any location 
considered providing opportunity for advancement 
in return for productive efforts. Address— 
a Sanger, 171 Berkely Street, Rochester, 





SAIL ESMAN TEN YEARS CONTACTING 
HARDWARE jobbers, wholesalers, mill supply, 
builders’ supply, oil well, railways, industrials, 
electrical goods, auto accessories, department 
stores, house furnishings, chains, unit buyers, 


large 7 dealers. Texas, Oklahoma, Arkansas, 
Louisiana. Desires direct factory connection for 
this territory. Address Box D-697, care of 


Harpware Acre, 239 W. 39th St., N. Y. City. 








[Sales Representatives Wanted | 











AGENCY WANTED 

IN ONTARIO AND other centers in Canada 
by an established firm of hardware repre- 
sentatives with good and sound connections 
in the trade, especially Ontario. Give fuil 
particulars. 

Address—MARSHALL-HALL CO., 

9 Wellington East, Toronto, Ontario. 








“WE ARE ESTABLISHED SINCE 1875. 
We job to the hardware trade in the state of 
New Jersey. We are open for exclusive provo- 
sitions. Warehouse facilities. Address — Is. 
Siegel, Inc., 8-10 Charlton St., Newark, J. 





SALESMAN, NOW SELLING SUCCESS- 
FULLY ON commission basis, one manufac- 
turer’s line in Metropolitan New York City area 
for ten years to hardware and housefurnishing 
trade. Well able to represent another manufac- 
turer on same territory. Address Box D-705, 
care of Harrware Ace, 239 W. 39th J.., N. Y. 
City. 





MANUFACTURERS’ REPRESENTATIVE 


Calling on the Wholesale Hardware & Mill 
Supply Trade in 
New York City and Metropolitan Area 
WANTS ADDITIONAL LINES 
on commission basis 
Address Box D-644, care of HARDWARE AGE, 
239 West 39th Street, New York City. 

















SALES REPRESENTATIVES WANTED! 
To sell NEW COFFELATOR. Easiest selling item 
on_the market. 2 to 6 cups of the most delicious 
ceffee in 1 to 3 minutes. No metal parts. Famous 
infusion method. Approved by coffee experts. 
Best Creole China—é€ beautiful colors. Sell any- 
one in your territory. Wonderful opportunity for 
“live wire’’. Establish your own business. Write 
at once, stating what territory you can cover. 

Address—COFFELATOR 
205 Market St., Newark, N. J 




















WELL KNOWN MANUFACTURER OF 
ENGINES, CONCRETE MIXERS, PUMPS, 
FEED MILLS WANTS SALESMEN CON. 
TACTING CONTRACTOR EQUIPMENT DIS- 
TRIBUTORS, HARDWARE JOBBERS AND 
PLUMBING SUPPLY HOUSES. PROTECTED 
TERRITORIES, STRAIGHT COMMISSION, 
WRITE FULI. PARTICULARS AS TO EX- 
PERIENCE AND TERRITORIES COVERED. 
ADDRESS BOX D-706. CARE OF HARD. 
WARE AGE, 239 WEST 39TH STREET, 
NEW YORK CITY. 





SALESMEN WANTED TO SELL SHEL- 
LAC—the ideal side-line. Sell to paint and 
hardware dealers. Good commissions. Good ter- 
ritory still open. Complete protection given. 
Give experience and references. Address Box 
D-695, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 





SALESMEN CALLING ON HARDWARE 
AND plumbing dealers. Sell pipe nipples. Good 
commission basis. Give experience, territory, 
and lines carried in first letter. Several terri- 
tories open. Address Box D-699, care of Harp- 
warRE Ace, 239 W. 39th St., N. Y. City. 


SA'ESMEN: AMAZING PATENTED 
SCREW-HOLDING screw drivers! Defy com- 
petition! Jobbers, retailers buy quantities. Big 
repeats, exclusive territories. 15% commission. 
Mfg’r, 80-J Journal Bldg., Boston, Mass. 








LONG ESTABLISHED NEW ENGLAND 
MANUFACTURER, producing a complete line 
in its field, will appoint sales representatives for 
hardware jobbing and mill supply trade, New 
York State. Replies should include names of 
manufacturers now represented, classes of trade 
calling on, and other pertinent information. Ad- 
dress Box D-702, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





SALES REPRESENTATIVE WANTS 
HARDWARE AND specialty lines for jobber, 
chain and retail market in New York and Met- 
ropolitan area, Pennsylvania, Delaware, Mary- 
land, New England, and Eastern Seaboard. Com- 
mission basis. Send details. Address Box 
D-690, care of Harnoware Ace, 239 W. 39th Sc, 
me. SU. Cie. 


| Barsiness Opportunitien | 














Manufacturers or Direct Representation 
Long experience with Metropolitan and 
Long Island trade. Jobbers, retail and mill 
supply. Have car. Ready to go. 
Address—0O. E. WATTS 
3014 Snyder Ave., Brooklyn, N. Y. 

















MANUFACTURER'S AGENT WITH SIX- 
TEEN YEARS’ EXPERIENCE calling on the 
hardware, mill and electrical supply trade desires 
one other A-1 line on a commission basis for 
Pennsylvania, Delaware, Maryland and _ Districi 
of Columbia. Address Box D-677, care of Harp- 
waRE AGE, 239 W. 39th St., N. Y. City. 





CANADIAN FIRM WITH SEVERAL 
SALESMEN contacting hardware stores, auto- 
motive jobbers, 5c—$1.00 stores, interested in 
procuring agencies for one or two fast selling 
lines. Principals could be seen New York early 
December. Address Box D-707, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT HAS POTEN- 
TIAL OUTLETS in Southern California to 
hardware, mill supply and sporting goods jobbers, 
department stores and large retail outlets on 
electric appliances, sporting goeds, cutlery, alum- 
inum and enamel ware, lawn mowers, tools, 
builders’ hardware, and hardware items. Ware- 
housing space, billings, collections, selling service 
can be supplied. Satisfactory credit information. 
Address Chas. E. Mockbee Co., 784 Gladys Ave., 
Los Angeles, Cal. 





MANUFACTURER’S AGENT CAN USE 
ADDITIONAL line of good repute. Well known 
by every wholesale and retail buyer in Eastern 
Pennsylvania, New Jersey, Delaware and Mary- 
land, having covered the territory for fifteen years 
enjoying considerable success. Maintains office, 
warehouse, clerical help and two detail men. Ad- 
dress Box D-607, care of Harpware Ace, 239 
W. 3%h St.. NW. YY. City. 











WE WILL PURCHASE FOR CASH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 

MAZER BROTHERS 
The Bourse Phila., Pa. 
Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small, 














WAREHOUSING FACILITIES IN THE 
HEART of the Boston, Mass., hardware dis 
trict. Selling, office, credit and collection facili 
ties optional. Equitable rates. Address Box 
D-693, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


MERCHANDISE WANTED—I BUY FORK 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 

WISH TO PURCHASE SMALL MONEY? 
MAKING hardware store in Southern California 
town of 5,000 population or better. Address Box 
D-698, care of HarpwareE Ace, 239 W. 39th St., 
N. Y. City. 








ESTABLISHED HARDWARE BUSINESS 
FOR SALE; store rental on long term lease 
available, if desired. Owner of building bas rur 
the business for 52 years; still on the job every 
day but would like a rest. Business located in 
central Connecticut. Address Box D-703, care of 
HarpwareE Ace, 239 W. 39th St., N. Y. City. 











Help Wanted 


HARDWARE MAN, EXPERIENCED 
ONLY, to take charge of large wholesale and 
retail departments. Steady. Good opportunity 
to right party. Salary—$40 per week to start 
Address Box D-688, care of Harpware Ace, 239 














W. 39th St., N. Y. City. 








The Story of the 


“WANT AD” 


Year after year 


in the volume of classified as well as display adver- 


employer and employee. Those who contact the 
hardware trade most closely know, from observation 


tising published. 
a valuable aid in bringing together buyer and seller, 


HARDWARE AGE has led its field 


q Its classified columns have proven 





A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. @ Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is mostly widely and thoroughly read 
in the hardware trade. 





and experience, that HARDWARE AGE is most 


widely and thorouehlv read bv live hardware men 


‘++ HARDWARE AGE:-:- 


239 West 39th St., New York City 
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OVERHEAD DOOR HARDWARE SETS 


A complete line of overhead 
garage door hardware sets in the 
lowest price field. 













Write today for descriptive cir- 
culars. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
50 Cancl Street Holyoke, Mass. 


STICKS— 


Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
dry out. Extra adhesive. 4 sizes 
—#1, #2, $4 and #8. In dis- 
play containers, as shown. 


BULLDOG 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass 








HOLDS-—LASTS 
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{ COLUMBIAN ..::. ROPE 
Starts with Carefully Selected Fibre — 


No other cordage mill, besides Columbian, maintains such a complete 





buying, packing and warchouse organization in the far-off Philippines. 





That's why the fibre used in Columbian Rope is quality-controlled. 





This typifies the care and inspection that Columbian 





maintains every step of the way! 








COLUMBIAN ROPE COMPANY 
AUBURN, "The Cordage City,” N. Y. 

















OMES* SILENCE 

SLIDE SILENTLY - SOFTLY - SMOOTHLY 
40cSET-10c SET-10c SET SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Name ‘‘Oomes of Silence 


on e@och genuine Glide 


Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathr 
Noiseless, Sizes for metal beds, wood 
chairs and all furniture 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 


If he is not supplied write to 
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Gardiner Acid-Core Soiders make 
good because they are made . 
Their reputation for highest qual- 
ity. uniformity and eeonomy is nation- 
wide... is a big faetor in stepping up 
sales and prefits. Win the cream of the big home market by stocking the popular 
Gardiner Repair-All Household Package. Cash In on the preference of farmers, 
mechanics, garages and other {, 5 and 20-pound spool buyers for solders bearing the 





ry 
Gardiner trade mark. Ask your jobber for prices and details. 





4821 8. Campbell Ave., Chieage. Ill. 


Wew!\\ 


‘PRAYS, dips or brushes 
to a satin smooth fin- 
ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
\% pt. to 5 gal. cans. 











At America’s Lowest Price for Such Quality! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
ENTE SE POMITI | R S E 














R. MURPHY’S Sie KNIVES 


The line that has made cutlery counters more ereiahie since ne 





Shirt Cutters and Pattern, Mebow, Hendlee and — 
Every knife movee anand. ar e for Comnicte Cat-ton, prices, ete. 
ROBERT MURPHY": A ‘SONS “co. AYER, MASS. 













NEW IRONS 
for OLD 


For precise conditioning 
by wheel or stone, you 
can’t beat the handy new Millers Falls No. 240 Plane 
Iron and Chisel Sharpener. Strong, compact, deli- 
cately adjustable, it saves time and lengthens the life 
of the blade. It broadens your market, swells your 
profits. ONLY $1.25 LIST. Ask your 
jobber. 


pia 


No. 240 
ner 





MILLERS FALLS 
patie] 


MILLERS FALLS COMPANY 
GREENFIELD..MASSACHUSETTS 
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Contents of the 
BUILDERS' HARDWARE TEXT BOOK 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS' HARDWARE TERMS 
60 CHAPTERS 


Below are listed some of the chapters 


You, who have been anxious to add to your knowledge of 
Builders’ Hardware, can now obtain a complete home study 
course in all phases of this line in one volume. 


The BUILDERS’ HARDWARE TEXT BOOK really takes the 
mystery out of Builders’ Hardware for you. It brings you all of 
the chapters in the series of articles “Taking the Mystery Out of 
Builders’ Hardware” which appeared in HARDWARE AGE dur- 
ing the past two and a half years. The Elementary, Intermediate 
and Advanced courses together with all of the Charts, Tables, 
Working Blue Print, Detailed Drawings, Product Illustrations, 
Glossary of Builders’ Hardware Terms are included as well as 
many additional features. 


Model Stock Adon H. Brownell, the author, has left no stone unturned to 
— make this study as complete and informative as possible. His 


Window Hardware 

Getting Builders’ Hardware Prospects 
Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Door Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Comparo- 
tive Chart) 

Mortise Cylinder Locks and Latches (Compara- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 





more than 25 years as a Manufacturer, Buyer and Seller of Build- 
ers’ Hardware have well equipped him in experience in all de- 
tails of this line and have made him a recognized authority on 
this subject. He has a knack of imparting to his readers the 
knowledge gained during a lifetime spent in the Builders’ Hard- 
ware business. 


If you are a beginner, this book will be a gold mine of ideas, 
a veritable compendium of answers to problems confronting you. 





‘ 
Surface Door Closers (Comparative Chart) If you are a Builders’ Hardware Engineer, this book will be one ¢ 
Floor Hinges, Concealed Closers and Thresholds P 
(Comparative Chart) of the handiest reference works you ever owned. \ 
Door Holders and Stop Devices d h d 
Lavatory Hardware (Comparative Chart) j 8 id. i nan 
Office Building and Apartment Hardware (Sug- ti The cont ts $3 00 sdegeelineiiegice pape Sign > cae t 
gested Lists of Locks) mail it today to make sure you get your copy promptly upon . 
School House Hardware (Suggested Lists of . : ‘ I 
Locks) publication. You can either attach your check for the number 
Hotel Hardware (Suggested Lists of Locks) J P P P ° € 
Hospital Hardware (Suggested List of Locks) of copies you desire or we will invoice you when we send your 
Federal Specifications 
Sample Rooms books. ¢ 
7 
=“"UWSE THIS COUPON = . 


HARDWARE AGE 
239 West 39 Street 
New York, N. Y. 


Gentlemen: 


copy (ies) of the BUILDERS’ HARDWARE TEXT BOOK at $3 per copy. 


|] Attached is my remittance 
] Send me invoice with book 


NAME 
ADDRESS 
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@ You can't explain away facts and figures. 
You can't say it’s an accident when the same 
thing happens day after day to paint dealers 
in every section of the country. Actual facts 
and figures PROVE that paint dealers are in- 
creasing their sales and doing MORE business 
with Vita-Var than with any paints they have 
handled previously. 


® You will find the reason for this in Vita-Var's 
unusual paint-selling plan...a plan which 
recognizes both present-day competition 
and today's demand for quality. 


been ~ ay ene 


Ey V/TA-VAR CORPORATION 


® For more than 50 years—since 1888 —Vita- 
Var Paints have been acknowledged the 
standard of quality throughout the world. 


® Paint dealers find that Vita-Var enables them 
to meet competition in their communities 


with HIGHEST QUALITY PRODUCTS... and 


to meet it at a profit! 


VITA VAR CORPORATION 


* 


——— 
VA RAT 
my ENGINEERS 

Since 068 


PAINT ENGINEERS SINCE 1888 » NEWARK » NEW JERSEY + U.S.A. 





1543-Suppiescu's METY-SIx YEARS OF HONORABLE SERVICE-1939 
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ESTABLISHED 1843 


.. QUALITY Toot CABINETS.. 
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